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STATE OF CALIFORNIA, Ve 

City and County ef San Francisco, {* 
Personally appeared before me poate 
M. Palmer, Business Manager, and Will 
iam J. Ritehie, Superinte ndent of Cireu- 
lation of the San Francisco EXAMINER, 
who, being duly sworn, depose and say 
that tne daily average circulation of the 
EXAMINER for the month of November 
was 66,678 copies, and that the average 
circulation of the SUNDAY EXAMINER was 


78,025 copies. 
CHARLES M. PALME 
WILLIAM J. RITC HIE, 
Subscribed and sworn to before me this 
2d day of a ae T, 1892. 
HENRY C. DROGER, 
{SEAL.] Notary Public, 
28 Nevada Block. 
The EXAMINER is the only newspaper of 
known circulation on the Pacific Coast, 
and it is always ready to open its books 
and pressrooms to interested parties in 
confirmation of its statements. 
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DON’T IMAGINE 








i That you cannot place your advertising in : 
each of the papers represented by the At- 
lantic Coast Lists without dealing with us. 


You can deal with each individual paper if desired. It is only 
necessary to write to the 1450 different publishers for an estimate, read 
the 1450 answers, make out 1450 contracts, if each is arranged in one 
letter (which is unlikely), open 1450 new accounts in your advertising 
book, check and make sure you receive the insertions in the 1450 pub- 
lications each week, and mail 1450 checks quarterly or 5800 during the 
year. Ifthe same electrotype is used without change you would have 
= to send 1450 of them and pay for their transportation, or, if changed = 
* monthly, send 17400 electrotypes. ’ 


> One Letter, One Check, One Electtotype —/ 


= - IN OUR HANDS 


Accomplishes the same result, and the 
burden of proof of the correct insertions 
rests upon us. 


{ This is what our system saves. It is easily figured out in dollars 
and cents : 
1450 papers, average two letters, each arranging terms, postage, $58.00 



















= 17400 electros, changed monthly, at 15 cents, = - - - 2,610.00 
Postage onelectros, - at 8 cents "each, - - 1,392.00 
1450 checks each quarter, 5800 in all, postage costs, - - 116.00 


Total, - - - - - $4,176.00 = 


- AND NO ADVERTISING PAID FOR. - 4 





Send in a copy of ‘your advertisement and 
we will tell you by return mail. 


, ATLANTIC COAST LISTS, 


134 LEONARD STREET, NEW YORK. 


a 
‘ What will we do it for? 
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A BANK PRESIBENT’S VIEWS ON ADVERTISING. 


By Hon. Thomas L. James, 


President Lincoln National Bank, New York. 


OR several years I have given 
considerable thought to the 
subject of bank advertising. 
A bank, the same as any 
other business enterprise, 
seeks the patronage of the public, 
hence it must make itself known to 
the people who are likely to become its 
customers. 
In the early days of banking in New 
York, banks did 


are several kinds of banks, and each 
bank specializes in its advertisement 
the kind of business it is desirous of 
securing. For instance, glancing over 
the advertising columns of a late issue 
of the American Banker, it will be 
seen that the National Park Bank, of 
New York, says : ‘* Accounts solicited ; 
buy and sell foreign exchange ; supe- 
rior facilities for collections”; the 

Fourth National 





not advertise in 
the newspapers. 
There was no 
necessity for 
their so doing. 
The few banks 
that were in ex- 
istence were as 
well known as 
the city post-of- 
fice. ‘There are 
many people now 
living who re- 
member when 
the town did not 
extend above Ca- 
nal street, and 
the business part 
was confined to 
a few streets. 
The few banks 








Bank of the city 
of New York 
‘* wants business 
based on_bal- 
ances and re- 
sponsibility ” ; 
the Chemical 
National Bank, 
of Chicago, re- 
minds the reader 
that it ‘* holds 
the exclusive 
privilege of con- 
ducting a bank 
on the World's 
Fair Grounds” ; 
the National 
Bank, of Kan- 
sas City, states 
** any collections 
intrusted to our 








that existed were 
known to all per- 
sons who had any 
need for them, and these persons were 
the leading business men, who looked 
upon them as a commercial accommoda- 
tion for depositing and drawing checks, 
etc. The private citizen who had any 
spare money to save generally put it in 
a strong box, a secret drawer, or, possi- 
bly, an old stocking—the day for using 
which had not passed. 

At the present time nearly all banks 
advertise in one way or another. There 


THOMAS L, JAMES, 


care, payable in 
the city and at all 
points in Kan- 
sas, Colorado, New Mexico and Mis- 
souri, will receive prompt and careful 
attention and be remitted for at lowest 
rates.” Many banks advertise a com- 
parative statement of business since 
their organization; sometimes they 
give a brief showing of their assets and 
liabilities ; occasionally a list of the 
board of directors is given, and a state- 
ment of the amount of capital. 

In my opinion, how a bank should 
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advertise depends largely on its loca- 
tion and the kind of customers it is 
seeking to draw toit. A bank in the 
lower part of New York seeks the 
business of brokers and corporations ; 
further up town, say in the dry goods 
district, it desires the patronage of the 
large wholesale commercial houses and 
will, in its announcements, emphasize 
the facilities it has for making collec- 
tions. Still further up town an entire- 
ly new class of customers will be met 
with—the big retail storekeepers and 
private individuals. A bank in the 
country advertises in the local newspa- 
per, states the amount of its capital, 
and nearly always gives a list of its 
board of directors. ‘This list of names 
—comprising, of course, the best and 
most responsible business element in 
the community—is given to inspire 
confidence in the general public, the 
farmers and the merchants in the small 
villages of the neighborhood—from 
whom custom is solicited. 

From my own experience in bank 
advertising, I believe the newspaper to 
be the best medium, 7. e., the newspa- 
per liable to bring the kind of custom- 
ers the bank needs. The Lincoln 
National Bank has advertised in such 
journals as the New York 7Zimes, 
N. Y. Sun, World, Tribune, Har- 
per’s Weekly, Frank Leslie's Illus- 
trated Weekly, the Christian Union, 
the /udependent, the Churchman, and 
other high-class papers of that kind. 
Advertising by circular does not pay. 
Many business men do not know that 
circulars sent to people of wealth rare- 
ly reach them ; the mail is received by 
some higher servant, or private secre- 
tary, who, according to the instruc- 
tions he has received from his employer, 
throws away the mass of circulars that 
are constantly received and reserves 
only the letters and newspapers. If 
the circular is sent at letter postage it 
may reach the wealthy man’s hand, 
but the subject-matter by no chance 
will ever reach his head. He will 


glance at the heading to see if it has 
any reference to his church, his club or 
the business enterprises in which he 
holds stock, and, finding it does not 
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refer to any such matters, he will 
throw it in the waste-basket. A hand- 
somely illustrated pamphlet, giving a 
history of the Lincoln National Bank, 
which we distributed judiciously some 
time ago, met with favor and did 
us good as an advertisement. Such 
books — they must be good - sized 
books, not primers or leaflets — often 
attract attention if they are gotten up 
in really elegant style, finely illustrated 
and printed on an extra good quality 
of paper. . 

‘There is one curious and interesting 
feature about bank advertising, and 
that is that a bank situated in the upper 
part of the city of New York seeks the 
patronage of women. The Lincoln 
National Bank is in the center of the 
best residential portion of New York, 
and from the beginning has made ex- 
tra and, I am glad to say, successful 
efforts in this direction. The elegant 
parlors and private rooms for the ex- 
clusive use of ladies may be considered, 
in a certain sense, a method of adver- 
tising, but our advertisements proper 
always allude to the special accommo- 
dations we provide in this respect. 

Few people have any idea of the 
number of women who keep separate 
bank accounts, or who own stocks and 
bonds. Many are the widows of 
wealthy men of business ; some are 
daughters and single ladies who have 
inherited large sums of money from 
their fathers or other relatives. Then 
there is a considerable and growing 
number of women, either actively en- 
gaged in business or who are silent 
partners in some enterprise from which 
large dividends are drawn. Another 
class of wealthy women is represented 
by those who own stocks and bonds 
and who keep them in our safe de- 
posit vaults, coming from time to 
time to cut off their coupons, ‘* just 
like a man,” and quite as mindful 
as the male stockholders of the day 
when their interest is due. 

This is a new class of patrons for 
the modern bank, which must not only 
bé advertised for but properly accom- 
modated when their custom has been 
finally secured. 
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HOW I RAN THE BUSINESS OFFICE OF ‘‘ THE ARI- 
ZONA KICKER.” 


By M. Quad (C. B. Lewis), 
Author of the Mr. and Mrs. Bowser Papers, etc. 


ESTABLISHED Zhe Arizona 
Kicker on a policy of my own. I 
determined from the first not to 
waste breath arguing with a man 
that it was his duty to subscribe 
to and advertise in his home paper. 
Had I pursued the usual policy I could 
never have issued the second number. 
I first learned that almost every 
man in the country around was a little 
tender as to his past record, and then 
I buckled on my guns and started out 
to pile up a big subscription list. As 
fast as I ran across my men I politely 
said : 





‘* Mr. Jones, I have your record in 
a little book, but you can rest easy. 
I’m not a man to give my subscribers 
away, no matter how great the reward 
offered. Zhe Kicker is to be a bang- 
up weekly, and the subscription price 
is two dollars per year, strictly in ad- 


vance. What is your full name, 
please ?” 
The plan worked beautifully. Now 


and then I encountered a critter from 
New England who thought he’d got so 
far away that he was perfectly safe, 
and he would hesitate and, perhaps, 
defy me. In such cases I sort o’ 
slipped my hands down to my guns 
and feelingly replied that I’d send his 
personal description on to the chief of 
police of Boston and take my chances. 
He always wilted. 

I also have my own policy about 


keeping a subscriber on the list. If 
he drops off I want to know why. I 
buckle on my guns, straddle my cay- 
use, and ride till I find him. If he’s 
dead and buried, that settles it. If he 
is living, I am dead sure of his re- 
newal. If he says, as is sometimes the 
case, that Zhe Kicker doesn’t have 
enough reading matter to suit him, I 
politely reply that I could fill three or 
four columns more with accounts of 
horse-thieves, embezzlers, bigamists, 
cow-stealers and barn-burners who have 
come West to grow up with the coun- 
try, but that I’m not that sort of an 
editor. He sees the point and renews. 
In the case of a man who returned his 
Kicker, marked ‘‘ Refused,” I rode 
over to his ranche and found him bar- 
ricaded in a log stable. I besieged 
him for twelve hours, during which 
time some two hundred shots were ex- 
changed. Finding that I meant to 
stay by him all summer, he raised a 
white flag and came out and subscribed 
for three copies of the paper to be sent 





to relatives. Ninety-five per cent of 
my subscribers come in and renew of 
their own accord. The other five per 
cent hold up $2 bills when they see me 
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coming, and beg my pardon for not 
dropping in. 

I run my advertising on the same 
generai principle. In some of the 
old-fashioned Eastern towns an editor 
has to spend weeks to convince a mer- 
chant that advertising pays, and then 
take at least half-store trade in pay- 
ment of his bill, Here the case is en- 
tirely different, at least with Zhe 
Kicker. The only ‘‘ad” I had in the 
first issue was an ‘‘ estray mule with a 
white hind leg,” and it looked mighty 
lonesome among twenty-eight columns 
of reading matter. 1 was waiting, 
however, to size up the crowd. In one 
way and another I ‘‘ dropped” to most 
of them, and when fully prepared I be- 
gan my rounds. As I afterwards 
learned, not one of the fifty-four busi- 
ness men in town believed in advertis- 
ing. Indeed, they had formed a com- 
bine not to advertise. I took my guns 
along simply for show, but the little 

k I carried in my hand was the 
lever. As I entered a place I said to 
the proprietor : 

** My dear sir, I am the editor and 
proprietor of the new paper, Zhe Ari- 





zona Kicker. Of course, you believe 
in advertising, and I have come around 
to see what space i 

‘* T don’t want to advertise !” 

‘*T have come around to see what 
space you want. Here are my rates 
for the different pages. On the first 
page the rates 

**T tell you I don’t want to do any 
advertising—wouldn’t take a whole 
page as a gift !” 

** Excuse me, please,” I kindly said, 
as I consulted my little book. ‘* About 
forty years old; dark hair and eyes; 

» weight about 150 Ibs.; speaks very de- 
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cidedly ; has a frank look, but is a 
desperate man; will pay $500 reward 
to any one who can locate him ; last 
heard of in Arizona; address—um ! 
ha! um! Sorry you don’t want to 
advertise—good day !” 

‘* Hold on a minute! Who the 
said I didn’t believe in advertising ! 
Of course I do! Show me the rates 
again, will you? The man who doesn’t 
believe that advertising pays is a blamed 
kyote, and you can tell him I said so! 
I'll take half a column on the second 
page, next to editorial, weekly, one 
year!” 

See? Nothing easier! No argu- 
ment, no getting mad—no shooting! 
In two weeks I had fifty out of the 
fifty-four places of business. Of the 
other four two held out until they 
learned that I was going to write them 
up and publish their woodcuts as ‘* rep- 
resentative citizens,” who were helping 
to make the town what it was. I 
found both of them at 7he Kicker of- 
fice at sunrise next morning, and each 
wanted half a column on the local 
page. The third man owned the scow 
by which people were set across the 
river. There was only one scow and 
one crossing, and he argued that adver- 
tising could not increase his number of 
passengers. I mentally agreed with 
him, but it wouldn’t do to let anybody 
get away. He hung off until some- 
body told him I was trying to get hold 
of his photograph, and then he brought 
in the following, which makes a quar- 
ter of a column under the head of 
‘* Marine Matters,” and is run eo w, 
I yr.: 





** PASSENGERS, TEAMS, DROVES 
** AND HERDS 
** Set Across SALT RIVER, 
*“* Day or NIGHT, WITH SAFETY AND 
** DISPATCH. 
** THE ONLY CROSSING FOR TEN 
** MILES Up or Down. 


‘‘The only scow for a distance of 
thirfy miles either way. No accidents 
ever happen. No lives ever lost. 
Patronize home industry and thereby 
build up your owntown. The scow is 
kept on the south side of the river at 
night. People arriving on the north 
side and wanting to cross will please 
hoot three times. I am always heeled 
with whisky and tobacco. No distinc- 
tion on account of politics or religion. 
**SamM WHITE, 
‘The Public’s Respectful Ferryman.” 
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The fourth and last case is that of and obstinate. I have not-given up, 
an aged cuss who runs a grocery. He however. I’ve discovered that he used 
not only does not believe in advertising, to live in New Hampshire, and I've 
but thus far it has been impossible for sent a man on to try and find the break 
me to hit his record. I have published in his record. If he never did any- 
his portrait ; sent his description to a thing more than fall in love with a 
dozen sheriffs ; sent strangers in to see schoolma’am, I'll make it so hot for 
him; thrown out hints in my local him that he'll want the top half of the 
columns that we had a murderer among fourth page right through the year 
us, and tried in all other ways to bring 1893, and will give me all his job-work 
him down, but he is still stiff-necked besides, EDITOR ARIZONA KICKER, 


BRUSH-HEAPS. 
By William O. Stoddard. 


HE brush-heap’s object les- blank, white paper, with outside of that 
son, with its teaching to ad- the usual densely crowded columns. 
vertisers, can be had at any ‘‘All the rest is brush-heap,” said 
time and almost anywhere. _ one of the readers. ‘‘ Life is too short 

Not long ago two gentlemen were for a fellow to read these other things. 
walking along the crowded sidewalk of But why didn't I see that before? 
East Fourteenth street, New York. Loads of advertisers have taken the 
Fronts of buildings, areas, stoops, idea. Costs, too,” 
show windows, and even the sidewalk ‘* Guess you wasn’t walking along 
itself, were all one tangle of signs, that newspaper Fourteenth street,” 
exposed goods and various devices for dryly remarked his friend. ‘‘ Hadn't 
attracting the attention of possible any errand to take you there, brush-heap 
purchasers. or no brush-heap. But don’t you 

‘* It beats the newspapers all hollow,” know it was something in that little nas- 
said one of the walkers. ‘‘ There isn’t ty weekly that took us there this morn- 
room ‘for another ad, and they can’t ing? Why, it wasn’t an ad at all.” 
enlarge the space.” ‘* Yes, but it was, though!” came 

‘** Tell you what,” replied the other, back with a laugh. ‘* Kind o’ covered 
‘* if I were running one of these places hook. Caught and sold, and so were 
I could attract attention enough.” the goods. That fellow had crawled 

**Guess not. How?” out of the newspaper brush-heap an- 

‘* Take all the signs cff my building. other way. Still, he did stick his card 
Startle people.” iuto an unexpected place.” 

** Well! What's this?” ‘*That ain’t all the science of it,” 

Sure enough. They had both been replied his friend, thoughtfully. ‘‘ Big, 
suddenly compelled to stand still and brilliant, costly sign; paint, gilding, 
stare at a house-front. There seemed glitter and glare; wide space in a 


to be nothing on it. 
‘*Old residence? People living in 
it yet? Good looking place, too. 
‘*Nonsense! Don’t you see? It’s 


newspaper ; anybody can see. how to 
do that with money. But how to draw 
attention by a shadow, a dark spot, in 
the middle of the glare. I think I'll 








‘To Let!” Everybody stops to read study that. The small papers, week- 
the sign. That near-sighted fellow has lies, monthlies, are worth more than I 
gone close up to it.” thought for, but nobody, as long as I 

‘Biggest thing in advertising!” looked, passed that blank at the ‘ To 
was what they both said, and they Let’ place without stopping or turning 
went for a look at a newspaper, but long enough to see what it was. I 
there it was, ina certain kind of per- think it’s the best catch there is, if I 
fection. A small, clearly printed busi- could see how to work it, There must 
ness announcement surrounded by be more ways than one.” 
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NEW YORK’S PRINTING HOUSE SQUARE. 


Illustrated by Photographs by Moses King. 


HAT is commonly known 
as ‘‘ Printing House 
Square” is that section 
of Park row beginning at 
Ann street, or the Herald 
Building, and extending to the Brook- 
lyn Bridge. Here, within small com- 
pass, are the buildings of nearly all the 
great local dailies and offices of rep- 
resentatives of the leading papers 
throughout the country. It is proba- 
bly true that no part of the world can 
show so much of newspaperdom in so 
contracted a space. Our photograph 
on the opposite page shows the upper 
section of Park row. The Sun Build- 


tween this and the section shown in 
the picture is the older part of news- 
paper row. Here are now located the 
Daily News, Advertiser and Recorder. 

The reason Park row, became New 
York’s journalistic quarters is that the 
Post-Office and municipal buildings 
were located near the spot, and the ad- 
vantage of proximity to these buildings 
was early realized. ‘The old jail and 
other buildings which were fertile 
sources of news wetfe also in this 
neighborhood. 

This neighborhood has for over a 
hundred years been one of the centers 
of Gotham life, the present City Hall 











‘TRIBUNE. TIMES. WORLD. 


SUN. DAY-BOOKs 
PRINTING HOUSE SQUARE IN 1868. 


ing is conspicuous by its smallness, but Park once being a common, in front 
it shelters some of the brainiest men in of which malefactors were executed 
the profession, Some of these days Mr. and public meetings held. 

Dana’s paper will probably erect a On this row stood the old ‘ Brick 
building which shall be the equal of its Church,” but as a*newspaper environ- 
pretentious neighbors, The World and ment is not conducive to church pros- 
Times buildings are comparatively re- perity or attendance, it was pulled down 
cent structures. The Press has its of- in the fifties. Its successors were cafes 
fices in the Potter Building, and the and ‘‘ beaneries,” these latter now be- 
Journal in the Tribune Building. The ing a feature of the neighborhood. 
World, Times and Tribune buildings The first newspaper to locate on 
are the principal headquarters for out- Park row was the old Lvening Ex- 
of-town newspaper representatives. fress, and this was followed by the 
The Herald Building is behind the Star, Joe Howard’s paper. Publish- 


Post-Office at the other end of Park ers of the city soon made this space 
row and fronts on Broadway. 
one of the landmarks of the city. 


It is their Mecca, and the old Park Theater 
Be- and Barnum’s Museum gave way to 
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moulders of public opinion and fillers 
of long-felt wants. 

Gradually and steadily Park row 
filled up with newspaper and periodi- 
cal offices, until it not only has become 
the source of all metropolitan journal- 
ism, but contains branches and offices 
of nearly every prominent publication 
of the United States. 

The structures that have been erected 
along this thoroughfare are orcaments 
to America, their architectural beauty 
and wonderful histories forming grand 
monuments to the intellectual progress 
of the United States. Addison said : 
***Tis not in mortals to command suc- 
cess.” The newspaper men of this 
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country have proved that Addison was 
wrong, and American journalism goes 
on, from a glorious past to a magnifi- 
cent future. 

New York’s early journalistic his- 
tory forms an interesting study. The 
world wagged slowly then and readers 
were phlegmatic and somewhat indif- 
ferent. 

The first venture was the Gazette, 
which ran from 1725 to 1741, William 
Bradford publishing it. ‘The next pa- 
per was John Peter Zenger’s Weekly 
Journal, Henry De Forest published 
the Evening Post in 1746 and 1747, its 
resuscitation being effected in 1801. 
Then paper after paper sprang into ex- 
istence, dying almost as rapidly as 
they came out. 

The Commercial Advertiser, the 
oldest of existing New York pa- 
pers, appeared in 1797, and the 
first Sunday paper was the Suxz- 
day Courier, 1825. In 1832 James 
Gordon Bennett founded that 
speedy failure, the G/ode.. 

Along in the thirties, papers 
began to multiply—no ephemeral 
sheets, but publications that came 
to stay. The Courier des Etats- 
Unis came about this period, fol- 
lowed by the Suz, the Staats Zei- 
tung and the //erald, 

These were the days when news 
was scarce and difficult to get. 
There were no telegraphs before 
1843, and pony expresses and 
other means of communication 
were employed. Papers were dull 
and verbose, and their editors, 
while quarrelling, thought that 
the pistol was mightier than the 
pen. 
Bennett, after the Herald was 
once started, stirred up things. 
Rivalry commenced, Dditter and 
aggressive, while carrier pigeons 
and other devices were employed 
in order to secure ‘‘ beats.” In 
1840 the only cheap papers worth 
anything were the //era/d and the 
Sun, then Moses Y. Beach’s lu- 
minary. The '77idune came out 
later, published for a cent, and 
the sixpenny papers gradually 
yielded to the inevitable. It be- 
came the inexorable question of 
the survival of the fittest, so one 
by one the old comatose journals 
sank into oblivion. 

An interesting illustration of the 
struggles of a paper is that of the 
Journal of Commerce, founded in 
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1827. And thereby hangs a tale. A 
band of French ballet dancers invaded 
the staid Gotham, and their abbreviated, 
gossamer skirts demoralized the young 
men of the town. They are dancing 
here yet; but that is another story. 
The gossamers were exhibited to over- 
crowded houses, and the indignant cit- 
izens of the city tried to get the news- 
papers to denounce the wicked show. 
The manager of the show had shrewdly 
subsidized the papers by taking whole- 
page advertisements in each one, so the 
denunciations were not forthcoming. 
The Journal of Commerce started up to 
denounce the exhibition, fill a long-felt 
want and be a strictly pious paper ; so 
much so that no theatrical ads were 
taken. One hundred and fifty thou- 
sand dollars were subscribed, fifty per 
cent paid in, and the money soon sunk. 
Another assessment was made and lost, 
and the paper soon owed $10,000 to 
the paper manufacturer. Gerard Hal- 
lock, of the Boston //era/d, came on, 
and with David Hale bought the pa- 
per for the amount of its indebtedness, 
As a pious paper it did not sell, so its 
policy was changed, and the prospects 
looked a little brighter. Mr. Hale died 
in 1849, and David M. Stone came on 
the scene. In 1861 the paper had a 
controversy with the Government, and 
an effort was made to suppress the pub- 
lication as disloyal. 

The matter was cleared up, however, 
and the paper soon began to do well. 
Its prosperity since is well known. 

In 1865 the vicissitudes and troubles 
of the World commenced. It was 
started as a religious paper, Manton 
Marble getting it in 1869. After he 
left it the paper floundered in the 
troughs of incompetency and change, 
until Joseph Pulitzer stretched forth 
his hand and saved it. Its subsequent 
history will ever be one of the traditions 
of journalism. 

The Associated Press was formed 
by the Herald, Courier and Enquirer, 
Journal of Commerce, Express and 
Sun in 1848. 

Printing House Square only as far 
back as 1868 looked very different from 
what it does now. A glance at the 
illustration on page 8 will show that 


the Sun, the old Day-Book, the 7rid- 


une, the Zimes, and the World were 
the newspaper offices to be seen, the 
buildings being old-fashioned and dingy 
—more like the London newspaper 
buildings are now. Some exceedingly 
clever work was done in these build- 


PRINTERS’ INK. 











ings, however, and the brains they 
sheltered were active and fertile. 

The present eleven-story Tribune 
Building was erected soon after Mr, 
Reid became associated with the paper 
in 1872, and for a long time was a most 
striking advertisement for that journal, 
being the first great newspaper office 
building in New York. 

Gradually the papers drifted into the 
Park row buildings, and now they are 
beginning to move away again one by 
one. The //era/d will soon be located 
uptown on Broadway, at Thirty-fifth 
street. The A/ail and Express has 
moved into its new building on Broad- 
way, between Fulton and Dey streets, 
while the Recorder will locate at 17 
Spruce street, a building for this paper 
being in the course of erection. 

While Broadway is generally quoted 
—and very properly—as New York’s 
most characteristic street, it-does not 
present anywhere, within the same 
amount of space, so perfect a picture 
of the hurry and bustle of metropolitan 
life as the little strip of land known as 
Park row. The big office buildings 
in the neighborhood shelter countless 
thousands, the Post-Office and muni- 
cipal buildings attract many more from 
all over the city, while it is really sur- 
prising to how many individuals the 
big newspaper enterprises themselves 
furnish employment. Then, too, the 
completion of the Brooklyn Bridge has 
done much to add to the importance of 
this street. The great numbers of 
people who live in Brooklyn and do 
business in New York are obliged to 
cross Printing House Square at least 
twice a day, Ail these causes and 
others unite to make it one of the most 
wonderful thoroughfares in the worid. 

At the time of home-going, Park row 
presents its busiest aspect. The tide 
is all in one direction—toward the 
Bridge and the Elevated Roads—and 
he who would attempt to stem it must 
seek the center of the street or be con- 
tent to make very slow progress. 

Unlike other parts of the city, night 
brings no respite to Printing House 
Square. Midnight finds reporters, ed- 
itors and printers busiest, and the work 
of producing the great dailies extends 
far into the morning. 

Credit for the engravings used in 
connection with this article is due Mr. 
Moses King, of Boston, whose ‘* Hand- 
book of New York,” recently issued, is 
the most handsome and useful work of 
its kind we have ever seen, 
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HOW AN ADVERTISEMENT IS WRITTEN. 


How to Write an Advertisement.”’) 


(A humble supplement tothe many able articles entitled ** 


By Benjamin H. Jefferson, 


(Advertising Manager for Lyon & Healy). 


[The A. M. (advertising manager) ts 
discovered seated at his desk. tle 
writes upon the letter-pad before 
him.]| 


The ‘‘Washburn”’ 
Musical Instruments. 
The best Guitars, Man- 

dolins, Banjos and Zithers 
now upon the market, or 


Small man enters and silently pokes 
a clipping from a newspaper at the A. 
M., who replies : ‘‘ No—we shall not 
use your paper for that.” Small man 
departs. A large man who has en- 
tered starts to draw up achair. The 
A. M. jumps to his feet. Large man 
calmly sits down and, motioning to A. 
M. to resume his seat, proceeds to 
draw off his gloves ; this accomplished, 
he begins : 

“* See here, I want to know why it is 
we can never get any business from 
you. Now look—if it’s rates ”"— 

‘* No, it’s not rates,” gasps the A. M. 
“*T’m willing to show you what I'll 
do.” Shows for ten minutes, during 
which two ladies enter and take chairs. 
As large man withdraws ladies arise 
and first lady says : 

‘*We dislike very much to intrude 
upon our business friends, but I said to 
Mrs. Vesiry—(this is Mrs. Vestry)— 
that I knew of one firm at least that we 
could count upon. You know my son 
Henry? No; well, anyway he-buys a 
great deal of goods here, and when 
our church decided to get up this con- 
cert 1”— 

A. M. gently conducts the ladies to 
an assistant and returning to his desk 
resumes 5 


for that matter ever made, 
are plainly branded on the 
inside: ‘‘George Wash- 
burn.” Of the 


Pleasant looking gentleman ap- 
proaches and pokes A. M. with his hat. 
Holding out his hand he says: 

‘*Glad to know you, sir; may I sit 
down? Thank you. I want to ask 
you about coffins.” 

** About what ?” 

“* Coffins. Your salesman, Mr. Mile- 
age sent me up from down stairs. I’ve 
just laid in a little fresh stock of your 
goods, and there’s no undertaker in our 
town and I wanted to have a little talk 
about running coffins for a side line.” 

‘* Did Mr. Mileage send you to the 
advertising department ?” 

“*Yes, he said you could give me 
some good ideas ; he said you could 
write the saddest advertisements he 
ever read.” 

A. M. passes over this dubious com- 
pliment and talks coffins for twenty 
minutes. Then being released he pro- 
ceeds as follows : 
truth of this assertion in 
regard to tone and finish 
you may judge for your- 
self, so beyond 

Here the A. M. becomes aware of 
the awful glare of an elderly female. 
Without giving him a chance to get 
away she begins : 

““T am looking for the man that 
painted the sign on my wall.. Now 
don’t deny it, young man. You know 
you promised me $5.00. I should think 
you’d be ashamed to try to swindle a 
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poor woman. Now you can just get 
your paint and brush and come right 
along with me and ”"— 

The A. M.—words being impossible 
—by sympathetic dumb show, has fast- 
ened the guilt—or at least the job cf 
explaining the guilt—upon an assistant, 
and, picking up his pencil, continues : 


respectfully asking you to 
insist upon seeing a genu- 
ine “Washburn” before 
making a purchase, argu- 
ments are unnecessary. 
But there 


‘*Are you the advertising manager ?” 

** Yes, madam.” 

‘*T would like to get your advertise- 
ment to embroider upon the pincush- 
ions that will be used at the World’s 
Fair.” 

A. M. succeeds in declining the 
tempting offer without hurting the 
lady's 1eelings, and begins again : 


are other points it is well 
to undertake. Every 
“Washburn” is the pro- 
duct of the 


The A. M. perceives three stalwart 
individuals brushing his office boy 
aside, as they would a fly. They sur- 
round the A. M., and the biggest of 
the party begins : 

‘* Where's the paper, Tom ?” 

‘** Here—Jack’s got it.” 

‘* No, I haven't.” 

“Oh, I’ve got it myself! Now— 
see—we're goin’ to give a ball and 
musically and ”’— 

Having disposed of this important 
matter, the A. M. again proceeds : 


Lyon & Healy Musical 
Instrument Factory (the 
largest in existence), and 
is sold under the 


** Do I have the honor of addressing 
the manager ?” 

‘* Yes, madam.” 

“*'You may think it strange of me to 
ask the advice of a stranger, but I am 
a stranger in the commercial depart- 
ment of literature.” 

** Yes, madam.” 

*‘And I knew that your opinion on 
the matter would be so valuable, I 
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have written a little book on the history 
of Columbus, and I thought if I would 
permit a page of the choicest adver- 
tising here and there it might not de- 
tract from the value of the book.” 

‘* No; I don’t think it would.” 

**So I came to you first. Now, the 
page opposite the discovery of Ameri- 
ca would ”"— 

The A. M. having broken the pain 
of refusal as much as possible goes 
ahead with the advertisement : 


strongest possible guaran- 
tee; and furthermore the 
“Washburns” are abso- 
lutely standard, for the 


A greasy looking young man mo- 
tions mysteriously to the A. M. Stealth- 
ily pulling a volume from his overcoat 
pocket he whispers : 

‘* Here’s something you don’t get a 
chance at every day. The outside 
back cover of the ‘Song of the Ser- 
pent.’ That’s valuable, that is. Its 
been suppressed four times and the 
author got three years in States Prison 
for writing it, and ”— 

The A. M., having refused to be 
further canvassed on this delectable 
medium, regains his desk and taking 
up his pencil adds : 
reason that they are sold 
at fixed prices, which are 
the same everywhere. This 
is an open challenge to 


the world to 


Four men enter. One wishes an ad- 
vertisement for the 7ru/y Rural spe- 
cial Christmas number; the second 
would like to submit some advertising 
sketches that he has evolved ; the third 
is very positive that an advertisement 
upon a magic lantern slide would be a 
big hit; the fourth waits until the 
others depart and then politely begs 
the favor of a few minutes. From his 
pockets he produces a Guide to the 
City, a checker board, a chart, some 
picture cards and acake of soap. Clear- 
ing his throat he begins : 

‘*T have made a number of calls 
upon yau, sir, but have never been suc- 
cessful in obtaining an advertisement. 
I have therefore brought several me- 
diums this time, any one of which Iam 
sure you could use to advantage. Now 
this is the Official Guide ”— 

The A. M. gently but firmly declines 
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to go through the appetizing list and 
turning finds the head of one of the 
other departments of the house lean- 
ing back in his chair scanning the un- 
completed advertisement. This gen- 
tleman says genially ; 
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‘* That’s first rate—first rate; but 
I've got those new goods all ready 
now—and here’s one thing we must 
get in strong, for ””— 

And grasping the A. M. by the arm 
he marches him off. 





CONFESSIONS OF AN ADVERTISING MAN. 
‘By Ad. Shark. 


“‘ The bearings of these observations lays in the application on it.”—Caft. Bunsby, 


HAVE much on my mind, and as 

I am out of the business and 

along in years, wish to make a 

full confession. It’s the first one 

I’ve made since I was a school- 

boy nearly half a century ago, but it 

may be a warning to others of my 

class. It will enlighten those business 

men who do their own advertising, 

and it will certainly be a relief to my 
mind. 

To begin with, I don’t suppose I 
was ever a real out and out advertising 
man, although I styled myself one. I 
made a business of working ‘* snaps,” 
as we called them, which, among other 
things, means getting out books on 
various subjects in different places 
and filling them up with advertise- 
ments. This I will explain later on. 
I started all right and filled a respecta- 
ble position as office boy on a small 
daily ; then I was promoted and todk 
charge of the circulation department 
among other duties. That queered me. 
I used to swear to the circulation be- 
fore a notary, and when I had once got 


a taste of exaggeration the country- 


office lost all charms for me. I threw 
up my place and ‘‘sought a_ larger 
field,”” as the papers say when a min- 
ister accepts a call at increased salary. 

Coming to New York I fell in with 
a veteran in snap advertising who was 
pleased with my appearance, and _pro- 
posed that he unite his experience with 
my enterprise. I consented, and can 
say with all truth that we madea strong 
combination. We stayed together for 
years, and worked opportunities and 
advertisers alike. Rock and fence ad- 
vertising was somewhat of a novelty 
then, and we took contracts in all the 
Eastern and Middle States. I say we 
took contracts, for that was about all 
we did do. The contracts were usually 
large and called for many hundred 
signs spread over quite a distance. We 


would carry out our agreement in the 
immediate locality and on the main 
roads, and then seek a new field. 
When the amount of time had passed 
that was necessary to have fulfilled a 
previous contract, I would jump back 
to the starting point, swear to an affi- 
davit and collect the money. We were 
thus always a little ahead of the game, 
and the reader can readily see how 
much easier it was to make an affidavit 
than to pass a number of days painting 
and placing signs. It was all the same 
to the advertiser, for he knew no differ- 
ent, and he was really better off as it 
was, for my partner and I agreed that 
these signs injured one’s business as a 
rule. Consequently we really benefited 
our customers by our policy. We 
made no extra charge for this, however. 

We exhausted the field—in a certain 
sense—after a while, and then we 
started a weekly paper. We had lots 
of advertising, but no circulation. We 
didn’t want the former when we could 
get the latter without it. We had 
about 150 advertisers, and while our 
sworn circulation was 7,300 we really 
printed but 200 papers. This scheme 
lasted only a few years; that was the 
trouble with our ventures, they would 
not last; and then we went into snap 
book advertising. 

This panned out for a good long 
time because the field was large and 
the schemes were susceptible of many 
variations. 

We would work small cities of from 
20,000 to 100,000 people, and write up 
the police or the fire department, always 
preferring the latter. We would make 
a deal with the Firemen’s Relief Fund 
to publish an illustrated book contain- 
ing a history of the department. We 
would get all the advertisements and 
do the work and divide equally with 
the fund after taking out the printing 
bill. This was a cinch. The local ad- 
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vertisers would come up like chickens 
to the dough-pan, and if any were 
backward we would quickly bring them 
to time by alluding to the cause in a 
touching and forceful way. 

Then we would write up a “‘ few 
leading citizens” and print their pic- 
tures, and there were always a number 
of egotistical men in town who would 
willingly pay $50 or $100 to see their 
pictures and biographies in print, espe- 
cially when such a ‘‘ worthy cause” 
was to be benefited. 

Our printers in the city had mortised 
plates of everything from a title page 
to a tail piece, and much general mat- 
ter was always in type, so the jobs 
were quickly and cheaply done. ‘The 
total receipts would average $3,000 in 
each place. Our printers would charge 
a round price for the job, usually 
$1,200, which included two or three 
hundred for drawings. Our half was 
about $g0o usually, and $600 discount 
on printer’s bill made it $1,500, which 
was not bad for two weeks’ easy work. 

The funny part was that we always 
posed as philanthropists—(we usually 
donated $50 to the relief fund)—and 
when we were through the local papers 
would give us a beautiful send-off, 
which was very handy as an introduc- 
tion to the next town. 

Finally, after some years, we quit 
this line and took up convention pro- 
grammes, and when the Brotherhood 
of Locomotive Engineers or any of a 
hundred similar organizations held an 
annual convention we would pay for 
the privilege of publishing a souvenir 
programme. How we would ‘‘ sock” 
the dealers in all kinds of railroad sup- 
plies and accessories, from gold 
watches to lubricating oil and cotton 
waste! They didn’t want to come in, 
they were not advertisers, and it did 
them no good. But they came in. 
They had to, for they couldn’t afford to 
Stay out ; at least, so they thought. 

We would represent ourselves as offi- 
cers of the organization, and knowing 
that it could do them either much harm 
or a great deal of good they gave up in 
great shape. We used to clear from 
$2,000 to $5,000 on these books. 

Sometimes when we were short, and 
little doing, we would strike an easy 
man and get his advertisement, ‘‘ pay- 
able on approval of proof.” Next day 
we would call with proof and collect 
$100 or so. The advertisement would 
never be printed, for we were getting 
out no book, but it was all the same to 
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the advertiser; all he wanted was to 
get rid of us. 

I could write on for a dozen printed 
pages, but my hand is cramped. These 
snaps are about over now. Advertisers 
are more intelligent ; they do business 
through agents who are just as fly as 
my partner and myself, and newspaper 
advertising is the thing now. 

I have freed my conscience and I 
feel better. 


HOT SCOTCHS AND ADVERTISE- 
NTS. 


He was a New York special agent. 
He possesses, or did so up to the time 
of going to press, the name of one of 
the patriarchs. He had just canvassed 
the New England cities for his papers 
and returned to Gotham. 

Thinking he might have gleaned 
some advertising news, the writer 
called upon him, Here are his notes 
in substance : 

‘* Ah, yes, my trip is finished. Now, 
there’s Boston. Business rotten ; no 
ads being given. But, oh, say! the 
Hot Scotchs there are out of sight. 
They flavor ’em with cinnamon—fif- 
teen cents a contact. Stopped in Bos- 
ton four days. Bars close early, though, 
and you can’t get a Hot Scotch after 
eleven o'clock. 

‘* Then there’s Lowell. The Hot 
Scotchs are poor there ; twenty cents, 
too. Outrageous ! Lowell’s n. g. Oh, 
yes, advertising in Lowell? None at 
all. Left same day. 

‘*But you ought to be in Philadel- 
phia. Ye gods, that’s the place! I 
tell you Philadelphia catches me. No 
advertisements, but they give you Hot 
Scotchs in pitchers! Yes, sir, in pitch- 
ers! You walk right in and order a 
Hot Scotch. The bartender says he 
doesn’t know what that is. He gives 
you ordinary whiskey. Refuse it and 
he will give you a Hot Scotch in a 
pitcher—steaming hot. He gives you 
two glasses with it, and you pour it 
from one glass to the other to cool it. 
You don’t have to wait so long then— 
and orily fifteen cents! The Pennsyl- 
vania has the quickest train to Phila- 
delphia. 

‘** Home again in New York. I find 
no business here, but Hot Scotchs are 
only ten cents. Funny thing—in other 
cities everything is cheaper than New 
York, except Hot Scotchs. Can’t un- 
derstand it. Yes, that’s all the adver- 
tising news I know.” S. C. D. 
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A SUGGESTION FOR A PICTORIAL ADVERTISEMENT. 




















Moral: Use the Pittsburg! 
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STYLE IN ADVERTISING. 
By Foel Benton. 


VERY ONE recognizes in the 
columns of his favorite daily 
or weekly, and in the pages 
of the magazine he reads, a 
certain difference in the arti- 

cles they present, that does not depend 
in the least upon the topics treated. 
He may prefer one topic to another, as 
he naturally will ; but he often is ar- 
rested by some subject not in his line, 
perhaps by mere accident, and is in- 
duced to read it entirely through, per- 
haps to his great surprise. 

The sorcery which has held him and 
led him on, he might not at once be 
ready to explain if he were asked, but 
its nature is not hard to guess. Other 
readers, the unlearned as well as the 
erudite, have fallen into the same trap 
with him, and have been induced to 
read about Golf or the Greek article, 
when nothing connected with either of 
these themes could of itself have 
stirred a particle of enthusiasm in their 
breasts. 

The syren that has invoked this at- 
tention and fastened remembrance is 
the gift of style in verbal expression. 
‘* The style, it is the man,” say the 
French, and it is really much more. 
It has always been the overwhelming 
thing to be considered in literary, as 
well as all other art, but not until a 
comparatively recent period has the ad- 
vertiser felt it necessary to pay attention 
to its canons. 

But the advertiser, above all others, 
needs to ‘‘ invoke attention and fasten 
remembrance.” For a long time he 
advertised his wares, or his services, in 
a perfectly empirical manner, as if there 
were no science or art to be discover :d 
or taken into account in the mat-er. 
What large type or excessive space 
could not effect was considered unat- 
tainable. If the advertiser was not a 
writer at all —a veritable illiterate — 
he sometimes got the editor’s or pub- 





lisher’s aid. Otherwise than through 
this exception the grammar would be 
left undisturbed, and the *‘ copy,” as it 
might be awkwardly shaped, was faith- 
fully followed. The truth is, neither 
the editor nor the publisher of a paper 
felt that the advertising columns needed 
the slightest literary attention. It was 
enough to yield the space purchased, 
and let the patron use it in his own 
way, provided the moral conventions 
of society were not broken or set aside. 
A good deal of this method still re- 
mains, of course. 

But a change has been rapidly com- 
ing, within a very few years, calculated 
to make the style almost more import- 
ant than the thing said. This may 
reverse, possibly, the order of nature, 
but it does not allow any more than 
the proper stress upon the prime value 
of making an impression. Hit a man 
with a cane, umbrella or fish-pole, and 
if he is really hit he will turn far 
enough about to see what commodity 
should be taken notice of. The hitting 
is really the sine gua non, for, if he is 
not forcibly zmpressed, he will not know 
of the existence of the thing at all for 
which you ask attention. 

Instead, therefore, of divorcing the 
advertising pages from the editor, and 
leaving them to be the receptacle for as 
mixed a medley as that maternal scrap- 
bag in the *‘ Swiss Family Robinson” 
story, there will come a time, I sus- 
pect, when the ‘‘ Advertising Editor ” 
will assume a much more important 
place than the ‘* Horse Editor,” or the 
“*City Editor,” even. He will, per- 
haps, enlist on his behalf the same co- 
terie of literary scribes that is to be 
seen in the magazine yearly announce- 
ments. We shall then be reading the 
advertisements to see if we can detect 
the miniature tale of Howells, or at 
least his style ; the manner or dulcef 
melody of Aldrich ; or, perhaps, some 
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new vagary of Andrew Lang’s, classical 
or other, 

But I do not mean by this that ad- 
vertising will forget its main point and 
attempt to rival the reading matter in 
respect solely to literary charm, but 
only that it will pick up the graces 
thereof, whether in prose or verse, to 
emphasize attention, and attract eyes 
which might not otherwise be enlisted. 

I don’t know why it is that diffuse 
heaviness ever got so long and firm a 
hold on the advertising page. The 
patron of the telegraph and cable early 
learned condensation ; for words and 
Space sent by electricity are expen- 
sive, and so they are when put in 
type or plate. Nine-tenths of the ad- 
vertisements are even now too long, 
and need a ruthless boiling down, in 
spite of the bright examples of better- 
ment which the past few years have 
shown, for much of which PRINTERs’ 
INK is to be credited. 

The staccato style, put in brief jerks, 
and embodied in leaded pica, is now a 
favorite kind. Preceded by an effect- 
ive or timely cut, it seems a part of the 
real news or humor of the day ; and 
even when it is without pictures it is 
apt to be read. 

The curt, conversational style, as if 
some friend or sympathetic stranger 
was giving you gentle but wise advice 
from an upper-story window, or on 
the sidewalk, as you pass along, easily 
insinuates itself into the mind and 
makes a possible customer think. 

Fine similes, catchwords and epi- 
grams have a way of sticking faster in 
the memory than a whole stickful 
of rambling verbiage would, however 
much the verbiage may enclose. When 
‘** Baldwin, the Clothier,” printed in 
the columns of his monthly, and also 
placarded in his store : 

The price tells, 

And everybody tells the price, 
it was a better announcement than 
twenty lines of narrative told in ordi- 
nary phrase. He probably got his hint 
for this motto from Hood’s punning 
couplet : 

He went and told the sexton, 

And the sexton tolled the bell. 

I can guarantee that Hood and 
Douglas Jerrold both ‘have, within 
their witty covers, a host of crisp 
sayings, which would brighten the 
point and effectiveness of an adver- 
tisement in many directions, if intel- 
ligently applied or half parodied. 

The nursery jingle, and especially 
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that body of nonsense verse which 
seems to have a perennial endurance 
under the name of ‘‘ Mother Goose’s 
Melodies,” would easily lend them- 
selves to appropriate treatment for 
advertising purposes, either as mot- 
toes over the advertisement itself or 
as forms'in which to shape completely 
some brief announcement. 

I am not ignorant of the fact that 
it is extremely difficult to discuss style 
without falling into more or less in- 
definiteness of impression. You can- 
not give exact recipes for it any more 
than a great artist can tell you pre- 
cisely, in words, how he mingles the 
color and applies the touch which 
makes his masterpiece. The most 
that can be done is to throw out 
rough suggestions to be filled in by 
the reader's imagination, 

It will be noticed by those who read 
the current verse advertisements, where 
verse does the whole work, that the 
effective style is that which is direct. 
I believe the soap-makers have the 
majority of this kind of advertising. 
It is either exceedingly straightfor- 
ward and lucid where most effective, 
or else curt and epigrammatic. Alex- 
ander Pope or Dr. Holmes suggest 
preferable styles for this purpose— 
Shelley and Keats, styles to be avoided. 
One might feel a sense of profanation 
in travestying certain authors and pas- 
sages ; but in the Pope-ian octosyllabic 
verse there seems to be an unimagina- 
tive business touch that can be trans- 
ferred without doing especial sacrilege. 

Style and variety of expression, how- 
ever, of whatever kind, can hardly be 
separated from the fashions of type 
and the material environment. Write 
an advertisement ever so well, and have 
it ‘‘ set up” or “‘ displayed” badly, and 
half its value is missed. I have no- 
ticed in some English journal lately 
that Mr. William Morris, one of the 
greatest two of the English poets liv- 
ing, since Tennyson’s death, and who 
is also a famous designer of wall-paper 
patterns, has just devised some entirely 
new and unique fonts of type for cer- 
tain work, which he purposes to make 
effective thereby, I suppose, in a liter- 
ary way. If they attain the distinction 
and value that his wall-paper figures 
have secured (and I believe he has pro- 
duced a number of styles), they will be 
worth considerable attention on behalf 
of a more prosaic purpose than his 
when they become accessible to the 
public eye. 
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AN ADVERTISING DUEL. 


Specifications : Mr. Nath’! C. Fowler, Jr., of Boston, and Mr. Wolstan Dixey, of New 
York, were each requested to prepare a three-inch advertisement of a $3 shoe for Harfer’s 
Weekly. Proofs of the advertisements, as approved by each writer, were then exchanged for 
criticism, The results will be found_below.—|Zd. Printers’ Inx. 


MR. DIXEY’S EXPLANATION. 


To be seen is the first duty of an ad- 
vertisement ; next, to be felt, and, last, 
to be remembered. 

Better if it can be seen and felt at 
once, like a lightning bolt. It is a 
good thing to shoot your ad into a 
man’s mind before he knows what hit 
him ; and, best of all, to leave a spark 
there that will kindle up again at the 
least provocation. 

In Harper's Weekly almost any good 
three-inch ad will surely be seen. 
There is no need to sacrifice every- 
thing else to eye-catching; yet it 
shouldn’t be quite neglected; and 
choosing either ‘‘ white space,” ‘* black 
space” or ‘‘no space,” the last seems 
to give most opportunity for the lim- 
ited story. 

The story should fit the readers of 
Harper's Weekly, intelligent people, 
who needn’t be told that $3 is cheap 
for shoes ; who wouldn't believe in im- 
ported Cordovan leather at that price ; 
yet who know that these shoes might 
be made to fit, and would prefer that 
luxury toany other. Hence that seems 
the particular point to be emphasized 
on this particular occasion. 


One prominent point is enough for 
one ad, when there is to be a series. 
Additional explanations, if strictly 
necessary, should be so extremely brief 
and inconspicuous as only to be seen 
when searched for. If you have really 
awakened a question in the -reader’s 
mind, the answer may safely be in 
pearl type ; he will find it. 

Shoes is a subject to approach direct- 
ly. No dissimulation or cajolery will 
awaken a fond desire for new shoes. 
When a man needs them it is a case of 
must, and he'll thank you to put as 
plain a face on the question as possible. 

Shoes is what he wants—no, what he 
needs—let him see ‘‘ Shoes,” which, in 
this particular instance, seems a better 
head-line than ‘‘The flowers that bloom 
in the spring,” or something to that 
effect. 

A friend tells me that the first two 
lines of my ad are very like something 
said before. I didn’t know it ; but the 
thought is so obvious that it ought to 
have been said a hundred times. I 
wish it might be said often and 
loud enough for shoe dealers to 
hear it. 

I am also told that the ‘‘floor-rent” 








Shoes 


ought to fit feet. Feet shouldn’t 
be twisted to fit shoes; that’s 
blacksmithing. There are plen- 
ty of shoe-theories, but only 
one true model, the natural 
That is the pat- 
tern of the “‘ Marmion”’ shoe. 
No misplaced leather, to raise 
floor-rent on one side and corns 
on the other. ‘‘ Marmion’ shoes 
don’t sprawl, nor pinch; they 


human foot. 


fit. And they wear. 


Genuine Calf. Dealers sell them. Marmion’s 
$3 Shoe. 


The name is on the sole. 
Look for it. 


suggestion is obscure. All 
right. What people don’t 
know never troubles them. 

I have said nothing about 
‘*ladies’ shoes.” That is 
an oversight. It should 
have been slipped in at the 
bottom of the ad. I'll do 
it next time ; and children’s 
shoes also. 

**We have left undone 
those things we ought to 
have done,” and we have 
doubtless done those things 
we ought not; but there is 
plenty of help somewhere 
within call, and I expect to 
get it when I see Mr. Fow- 
ler’s ad. His wide experi- 
ence and great practical suc- 
cess entitles his judgment 
to the highest considera- 
tion ; and my Marmion shoe 
will hold out its little tongue 
for inspection and swallow 
the quinine of criticism with 
grateful equanimity. 

Woustan DIXEy, 














MR, DIXEY’S ADVERTISEMENT, 
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MR. FOWLER’S EXPLANATION. 
Editor of Printers’ Ink: 

In presenting, at your request, a 
specimen of a three-dollar shoe adver- 
tisement, to be criticised by Mr. Wol- 
stan Dixey, one of the brightest adver- 
tisement writers in America, I deem it 
not out of place to accompany such 
specimen with an explanation, calcu- 
lated to justify every word and feature 
of my advertisement. I am a firm be- 
liever in typographical display and a 
disciple of simplicity. It is difficult to 
make an advertisement too plain, and 
it is easy to make it too ornamental. 
This specimen advertisement is intended 
to be one of a series of shoe advertise- 
ments, and therefore it does not com- 
pletely cover the shoe advertised ; it 
simply brings out one shoe point, or 
argument, assuming that the advertiser 
has preceded this advertisement with 
other advertisements, and has followed 
it by as many more, this advertisement 
being simply an uncompromising spec- 
imen advertisement, possibly effective, 
and of supposed money-bringing value, 
if used as one of a series. A border is 
placed around the advertisement simply 
because there never was an advertise- 
ment written, unless it occupied a full 
page, and in that exception is not nec- 
essary, which would not be made more 
effective by an appropriate border. 
The border in my sample advertise- 
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never wearing out a shoe is shoe 
economy, and that it is better to buy a 
new pair before the old pair is com- 
pletely worn out, wearing the new pair 
while the old ones are being renovated. 
An attempt is made to avoid, in the 
prominent lines of the advertisement, 
the thoroughly conventional and hack- 
*neyed expression ‘* Three Dollar Shoe,” 
because such shoes are so extensively 
advertised that people nowadays are 
beginning not to read their advertise- 
ments, as the argument of them, in 
their minds, is too familiar to need re- 
reading ; therefore the words ‘* Three 
Dollar Shoe” are not conspicuous. It 
will be noticed that the head-lines do 
not say whether the shoes are for men 
or women. This omission is inten- 
tional, and is presented under the argu- 
ment that woman is the power behind 
the man, who controls that which the 
man wears, even though he may think 
he is monarch of his buying. The ad- 
vertisement is calculated to suggest 
that woman present this argument to 
man, while she might not as readily if 
the advertisement had, in its head-lines, 
positive masculine information. The 
heading, then, is intended to reach 
botk man and woman, the man directly, 
and also indirectly through the woman. 
The honesty idea is also practiced, in 
claiming that the three-dollar shoe is not 
as exquisite as the five-dollar shoe, but 





ment is one, which, ! think, 










































































































































has not been used _ before. 
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that it has the wear of the five-dollar 
shoe init. It is useless for a dealer to 
pretend that the three-dollar shoe is as 
handsome as the five-dollar shoe, and 
if he says it isn’t, every one knows he is 
telling the truth, and he gains confi- 
dence by his expressed honesty, and he 
may then emphasize his argument, 
which the public is willing to accept, 
that the three-dollar shoe has the wear 
of the five-dollar shoe in it. 
Very respectfully yours, 
Natu’. C. FOWLER, JR. 





MR. FOWLER’S CRITICISM. 


Editor of Printers’ Ink: 

I am ordered by you to criticise Mr. 
Dixey’s advertisement; to find fault 
with it if I can—all in a friendly way, 
with the positive assurance that Mr. 
Dixey will find as much fault with 
mine, for I have undoubtedly given 
him a much better opportunity than he 
has given me. 

Almost any fool can criticise, and so 
can I. 

The best thing may seem possible of 
improvement to the one who did not 
produce it. 

To begin with, let me present the 
good points of Mr. Dixey’s advertise- 
ment. 

The first good point is, that the 
whole advertisement is good, extreme- 
ly good, original, plain, and of true 
artistic simplicity, combined with that 
clear social style of composition so 
pleasant to read, always leaving a 
wholesome feeling in the mind of the 
reader after he has read it. The argu- 
ment is solid. There are good words 
about good sense, about shoes, and 
about shoe wearers. It tells what the 
foot needs, and tells it well. It then 
says that this particular shoe is built to 
fit the foot, and it tells that well. 

I cannot offer general criticism on 
the reading matter, because it appears 
to be about as good as it can be, an ad- 
mirable advertisement by itself alone, 
or as one of a series. 

If I must criticise this advertisement, 
I would criticise the head-line. It 
seems to me that there should be more 
in the head-line, for the word ‘* shoes” 
is liable to appeai in several advertise- 
ments in the same publication, each ad- 
vertisement, then, detracting from the 
others, and lessening its value of itself. 

I believe in short head-lines, and I 
admit that the word ‘‘ shoes” is com- 
prehensive and liable to gain the atten- 
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tion of every one in need of shoes, but 
I assume that many persons in need of 
shoes don’t know it, and that they are 
liable to pass an advertisement giving 
itself away in a single word. The 
man who thinks he doesn’t want shoes 
isn’t liable to read about shoes, if the 
word ‘‘ shoes” stares him so promi- 
nently in the face that there can be 
no question as to the substance of the 
matter following it. He is, therefore, 
not liable to read the argument, the 
word ‘‘ shoes,” to him, acting as a sort 
of red flag to keep him away. 

I believe in direct advertising, but I 
also believe in indirect, or what is bet- 
ter, a combination of the two—that 
which will attract the needer of shoes 
anyway, and that which will be read 
by people who do not need shoes as 
much, and by those who do need them, 
and don’t know it. Ina shoe adver- 
tisement I would suggest the advisa- 
bility of reaching all three classes of 
people at a very slight sacrifice of any 
one class. 

I would prefer to use smaller type 
for the body matter, that there may be 
room for a larger and somewhat more 
comprehensive and original heading. 

The body matter type used by Mr. 
Dixey is plain and original, a new type 
to be highly recommended, and yet it 
occupies considerable space, more than 
a three-inch advertisement can well 
afford. 

It is obvious that roman type, or 
most of the styles of full-face, might 
be used for space saving, allowing more 
room for the heading. 

In smaller advertisements, of from 
two to four or five inches, it seems to 
me a good plan to make the heading” 
the strongest part of the advertise- 
ment, setting the reading matter in 
small type, if need be, assuming that 
any one attracted by the heading will 
read the descriptive matter beneath it, 
if it be short, and in type of readable 
size. 

The descriptive matter of advertise- 
ments occupying entire pages of maga- 
zines had better be set in large type, 
for one turning the advertising leaves 
of a magazine is liable to somewhat in- 
tently read the opening argument of 
an advertisement, and the large type 
there will carry the eye through the 
advertisement quicker than can smaller 
type, and the space is sufficiently large 
to use large type for the descriptive 
matter, and leave plenty of room for 
large head-line type. 
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I would criticise the absence of a 
border, or a white space, around the 
advertisement. A small advertisement 
like this, appearing in a magazine, a 
national weekly or a daily paper, by 
its diminutive size is crowded into in- 
conspicuousness, It is liable to be 
surrounded with larger advertisements 
and heavier type, and as the type of 
this advertisement must come close to 
the type of the surrounding advertise- 
ments, it is very likely to appear to 
run more or less into the other adver- 
tisements, at a lossof its identity. A 
border, to a very large extent, obviates 
this objection, throwing even the small- 
est advertisement, no matter where 
placed, into strong relief. 

My criticism, then, of this advertise- 
ment may be reduced briefly to : 

First. I suggest a more compre- 
hensive and original heading. 

Second. ‘That the heading does not 
so positively give away the name of 
the article advertised. 

Third. ‘That there be more room 
for the heading, necessitating the set- 
ting of the descriptive matter in smaller 
type. 

Fourth. That there be a border 
around the advertisement, even though 
it may somewhat crowd the matter. 

Very respectfully yours, 
Natu’L C, FowLer, JR. 








MR. DIXEY’S CRITICISM. 





A conspicuous merit of Mr. Fowler's 
ad is that it sticks out “like a sore 
thumb.” Everybody is bound to hit it. 
So striking a display would be a neces- 
sity in some papers, but, in //arfer’s 
Weekly, isn’t it rather a waste of good 


energy ? . 
The play on words is a matter of 
taste. My individual preference is 


averse to the phrase used in Mr. Fow- 
ler’s ad, yet undoubtedly it would 
please and attract many eyes, with feet 
belonging to them. The difference of 
taste in jokes is unaccountable any- 
way; and both judgment and expe- 
rience are required to determine what 
particular bit of pleasantry will appeal 
to the largest majority of readers of a 
given medium. 4 
There is a good point, no doubt, in 
Mr. Fowlers suggestion that you 
shouldn’t wait until you’re ‘‘on your 
uppers” before you buy new shoes. I 
didn’t think of that, but I will surely 
steal the idea at the first practical op- 


portunity. 


A ‘‘ five-dollar ” shoe isn’t allowed in 
the specifications. It ought to have 
been, perhaps ; for it is obviously a 
strong point, practically. Any man 
who aspires to advertise in high-class 
mediums ought to make something 
better than a three-dollar shoe, yet it 
‘is not so nominated in the bond,” as 
Mr. Irving remarks—with two hops on 
the left foot. Mr. Fowler’s good 
business sense leads him beyond the 
limits there. 

To generalize about Mr. Fowler's 
ad, it seems addressed to another class 
of readers than those who read Har- 
per's Weekly This may be because 
Mr. Fowler ‘‘sizes them up” differ- 
ently from my estimate ; or perhaps he 
does not consider it necessary that a 
subject should be treated specially for 
each class of papers in which it is ad- 
vertised. In either case Mr. Fowler 
may be in the right; he is certainly in 
the majority. 

I have not found any one who thinks 
it worth while to goto the extent which 
I contend for, in pointing each ad for 
a particular medium and occasion. It 
means a heap of work, but doesn’t it pay? 

A single advertisement doesn’t give 
much of an opportunity anyway ; and 
I think Mr. Fowler and myself have 
been given a pretty tough job by the 
astute editor of PRINTERS’ INK, who 
no doubt takes a Machiavelian delight 
in ‘‘ making a monkey” of us for the 
benefit of his readers and the glory of 
the cause. We might profit by the 
example of the cats that were tied to- 
gether by a bad boy who ‘‘wanted to see 
the fun” : They both clawed the boy. 

WOLSTAN DIXEyY. 


ILLUSTRATED ADVERTISEMENT. 








Ba Booit Sy 
Great Rush in Clothing—Gents’ Underwear 
one-half off.—Li/e. 
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2) g =a 
ae) h, a mermaid sang by the bright blue 


sea, 
And combed her golden hair, 
} But I am assured that she often lured 
|| Poor Tars to her watery lair: 
For with eyes so blue, you'd believe all 
true, 
In the sweet words of her song; 
And she looked so fair, a-sitting there, 
You couldn't believe her wrong. 











But as time went on the sailor men 
Discovered her artless way 
Of stopping their breath, with a watery 
death, 

When they listened to her song so gay. 

| Then business bad made the mermaid sad, 
And the Kodak fiends took views 

=] Till, sad to relate, she fell in a state 

) Of profound and dismal blues. 


































But one day came a red nosed man 
A-strolling down the strand, 

And he looked amazed, the longer he gazed, 
On the mermaid’s beauty grand. 

Then he ceased his stare, and he cried, “Ah, 
there,” 

As the Siren to sigh began. 

(She could tell at a glance, she had no 


chance igen N E 
To catch the red nosed man.) WA 


“TI guess your trouble,” at once he said, 
“It’s just the same with me; 
Business bad makes both of us sad, 
We need a novelty. 

Now I have a plan,” said the red 
nosed man, 

“We can can clear a million clean; 
You show your hair, say your head 
was bare 

Till you used my WHISKERINE!” 


And — mermaid went with the red 
an, 
All Gay she sits serene, 


A-showing her hair solong and fair, 
hile he sells the Wuis- 












































KERINE. 

Somuch they’ve sold they’ve 
weal untold, 

And the moral of this story 














8, 
That what we need in these 
days of greed 
Is to advertise our biz. 
Roy L. McCaRDELL. 
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HOW I BECAME AN EDITOR. 
‘By David M. Stone, 


Editor of the New York Daily “‘ Journal of Commerce.” 


AM sometimes asked how I came 
to go into the newspaper busi- 
ness. As my start was made in 
the year 1849, and journalism is 
to-day under very different con- 

ditions, the story may possibly interest 
the readers of PRINTERS’ INK. 

Forty years ago I was clerk ina dry 
goods commission house in Philadel- 
phia, with my rame in the firm, al- 
though I was on a salary and had no 
interest in the business, when it failed 
and I was once more afloat. The pub- 
lisher of the Dry Goods Reporter in 
New York offer- 
ed me the post of 
editor-in-chief of 
that paper at a 
salary of $1,000 
a year. This was 
in the spring of 
1849, and _ the 
sum named was 
then thought to 
be a sufficient re- 
muneration for 
such a service. I 
threw myself in- 
to the work with 
such earnestness 
and success that 
the paper was en- 
larged twice in 
the course of a 
few months. The 
owner, Mr. Bur- 
roughs, was a lit- 
tle intoxicated 
with his success, 











and all the staff 
but myself were 
soon dismissed 
or left in disgust. I supposed myself 
to be indispensable, and demanded ad- 
ditional aid (I was then writing the 
entire paper, which was a weekly pub- 
lication) and the payment of my salary 
weekly, instead of at irregular inter- 
vals, as theretofore. I added that if 
these requests were not granted my 
resignation was tendered. 

To my great surprise, indeed to my 
horror, as I had no other means of 
support, my resignation was promptly 
accepted, and I was told to leave. I 
humbled myself and begged to stay, 


DAVID M. STONE, 


but was rudely repulsed. I may say 
here that less than two months after I 
left I was offered twice and a half the 
same salary to go back, the man having 
realized his mistake, but his proposal 
came too late. After my abrupt dis- 
missal I was three days out of employ- 
ment, and they were the longest days 
of my life. 1 had a wife to support 
and only a few hundred dollars be- 
tween me and actual want. I sat down 
and wrote a newspaper article and 
started out to find a market for it. I 
called first at the office of the Commer- 
cial Advertiser, 
which a little 
while before had 
been edited by a 
distant kinsman 
(Colonel William 
L. Stone), and 
presented my 
composition to 
young Mr, Hall, 
then managing 
editor of the pa- 
per. He was 
pleased with it, 
and referred me 
to his father. 
The kindly old 
gentleman, chief 
owner of the pa- 
per, thought well 
of me, and his 
son the next day 
offered me a 
place on the edi- 
torial staff. 

“On what 
terms?” I asked. 

‘“*A commis- 
sion of 33% per cent on all the adver- 
tisements you bring in,” he replied. 

‘** But what salary as editor am I to 
have ?” : 

‘** Only the commission on advertise- 
ments,” was his rejoinder. 

** And you would give the same com- 
mission to any mere canvasser ?” 

** Yes,” he said, *‘ but as an editor 
you could do so much better than an 
ordinary solicitor.” 

I left, disheartened at this proposi- 
tion, and walked down Wall street to 
the office of the Fournal of Commerce, 
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thinking of nothing more than to sell 
to that paper the article I had written. 
Climbing the stairs of the old Phenix 
Building to the fifth story, I found 
Gerard Hallock, who owned half the 
paper and was the editor-in-chief, sit- 
ting ona huge wooden stool at a raised 
desk, in his shirt sleeves, revising a 
letter of Robert Walsh, then the cor- 
respondent at Paris. 

I asked if this was Mr. Hallock, and 
presented my composition. He said, 
**T will read it over if you will wait,” 
and changing his seat to an old high- 
backed sofa, on which he invited me 
also to rest, he read the article aloud. 

‘** You offer it for publication ?” he 
asked. I answered in the affirmative. 
** And you wish to be paid for it?” 
To this I gavea faint assent, fearing 
it would then be rejected. ‘‘ And how 
much do you want forit?’ I said that 
I would leave that to him. ‘‘I will 
give $20, if that will satisfy you.” 

My lips quivered as I replied, ‘‘ It is 
more than I expected.” 

‘*Do you write readily like this?” 
he inquired, after a brief pause; during 
which he had been looking meall over. 

My ‘“‘ heart was in my mouth,” when 
I thought of what this might lead to, 
and I said to myself: ‘* Your fortune 
is in the scale now, speak up for your 
life,” and I answered boldly, ‘‘ Yes, I 
do, and I can make it worth while to 
any paper that will give mea chance 
to do it.” 

** What can you do for us?” he said, 
slowly. 

‘**I can write a review of the dry 
goods market every week, such as you 
have been copying and crediting to the 
Reporter, and I can produce live edito- 
rials that will be read,” I answered with 
an earnestness that surprised myself. 

**Suppose you try your hand on a 
review for this week, and bring it to 
me when it is done,” Mr. Hallock re- 


A SIGN OF DANGER. 


A dude arrayed in gay attire 
Stepped on a Broadway car, 

His clothes were fashioned to admire, 
As some suits often are. 

He gave his blonde mustache a. twirl 
And posed his high silk hat, 

As opposite a pretty girl 
He nonchalantly sat. 


The pride of dress upon his face 
Was visible to all, 

But some beneath that pride could trace 
The most offensive gall. 

His shapely legs he stretched apart 
To show his trousers new, 

A model of the tailor’s art, 

Of very dainty hue. 
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plied as he lighted the gas, for the day- 
light had gone and the interview was 


over. ‘The next morning, at a little 
after eight, I walked into his sanctum 
with the promised copy. 

As Mr. Hallock looked over the 
paper, comprising some twelve or fif- 
teen foolscap pages, he smiled and 
said: ‘‘So you had it written when 
you were here?” . 

‘* Indeed I had not,” I said. 

‘** And you wrote all this since you 
left me yesterday ?” 

‘** Most certainly,” I answered. 

‘**T see you have industry as well as 
ability,” was the reply of a man who, 
as I afterwards learned, was not much 
given to compliments. 

‘* Now, what salary do you want if 
you come to work for us?” 

‘**One thousand dollars a year.” 

‘* That is very high,” he said ; ‘* lit- 
erary labor is not paid like skill in 
mercantile life. Our chief assistant 
editor, Mr. Sandford, a graduate of 
Yale and a fine scholar, only receives 
$650 a year.” 

‘* But it costs me about $1,000 to 
live,” I replied, ‘‘ and I can earn it if 
I have a ghost of a chance.” 

‘“*T infer that you will expect a con- 
tract for a year or six months, at least, 
at that price.” 

‘* No, I do not ask it,” I answered 
with some warmth; ‘‘even if I were 
engaged in that way I would not stay 
an hour longer than I was wanted.” 

‘* Then you can come,” he said smil- 
ingly, ‘‘ because we can stop the allow- 
ance Saturday night, if it does not seem 
to pay.” 

** Yes, and by the same rule I am 
free to go then if I do not like it,” I 
answered promptly. 

‘* We will not let you goif your per- 
formance keeps pace with your prom- 
ise,” was his reply. And thus I was 
engaged. 


First on the girl he bent his gaze, 
And then he stared around, 

As if to look for silent praise, 
But not a sign he found. 

He saw his pretty vis-a-vis 
At length begin to smile, 

And with surprise he noticed she 
Looked o'er his head the while. 


Her smile became a grin, and those 
Who near her sat began 
To laugh outright and scan the clothes 
Of that bewildered man. 
He turned, the reason to divine, 
And here’s what met his glance— 
‘*The man who sits beneath this sign 
Wears SMITH’S $3 PANTS!” 
Joun S. Grey. 
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WIT AND HUIIOR 








IT and humor are 
i eo “a too often confused 
in the minds of 
cultivated persons. 
The distinction is a 
fine one, but never- 
theless, sometimes 
of importance. A 
wit is not infre- 
quently an unpop- 
ular personage in 
company where the 
man whose humor 
is of the broadly 
genial type is most 
welcome. The 
right to laugh is 
one that we may all 
well be jealous of. 
“* Next to the vir- 
tue,” says Agnes 
Strickland, ‘‘ the 
fun in this world is 
what we least can 
spare.” 

It was a wise ex- 
ample that some of 
the old monarchs 
set up in their official court jester, who 
was practically an invitation to the 
whole kingdom to laugh and make 
merry. The man who creates a 
wholesome laugh is in a way a bene- 
factor of the race. Perhaps it is an 
appreciation of this fact that has led so 
many advertisers to point their news- 
paper ads with a bit of humor or wit. 
It does not seem to me, however, that 
wit properly belongs in the province of 
advertising. The depressing results of 
trying to introduce it without special 
cause may be seen in the halting puns 
that go limping about in some high- 
priced mediums. For example, a 
patent medicine is advertised with a 
picture of Vesuvius in action and the 
heading, ‘‘ An Eruption.” Of course, 
what the advertiser really wishes to 
draw attention to is skin eruptions. 
This is a poor joke, even for a pun, 
and puns have been called the ‘* lowest 
order of wit.” Unlike the ‘‘ quality of 














‘By John Irving Romer. 





IN ADVERTISING. 





mercy, ” the quality of wit, as exempli- 
fied in modern advertisements, most 
certainly is ‘* strained.” 

But humor is not such a pretentious 
thing as wit, and excites a more kindly 
feeling in the mind of the hearer. 
Compare the average pun with the 
pictorial humor shown in Pears’ 
** Won't Be Happy Till He Gets It” 
advertisement. A whimsical idea 
fastens an advertisement in the mind 
with the tenacity of the proverbial 
burr. How many persons think cf 
Soapine without thinking of that 
famous whale and the white spot on 
its body bearing the legend : 








SOAPINE 
DID IT! 








A current advertisement of Kirk’s 
Shandon Bells Toilet Soap shows a 
picture of a kitten performing its 
toilet in the customary way while a 
child near by looks over the edge of 
its bath-tub and suggests, ‘‘ Use the 
soap, pussy.” It is a pity the idea was 
not carried out with a better picture. 
As it is, it narrowly escapes being a 
great advertisement, and in some hap- 
pier form it may yet become as famil- 
iar as that other picture similar in 
character, ‘‘ Doggy, Can You Speak ?” 

It is sometimes possible to make the 
humor in an advertisement very prac- 
tical in its application. Such is the 
Pozzoni advertisement, representing a 
little naked baby in front of a mirror 
decorating himself with powder puff. 
‘*Tt won't hurt him. It’s Pozzoni’'s,” 
is the only reading matter. One is not 
only amused at the picture, but re- 
members that Pozzoni’s powder is 
harmless, a quality that the manufac- 
turers of such an article are justified in 
bringing prominently to the front. 

‘© A touch of humor makes the whole 
world grin,” and if the advertiser has the 
genius to weave the point of his adver- 
tisement in with a fine bit of humor the 
result is one devoutly to be wished for, 









T is interesting to watch the ef- 
forts of the various advertisers to 
catch the dear public’s attention, 

| and, incidentally, its dollars. Most 

of the work of well-known adver- 
tisers—this fiz de siecle literature—has 

a distinct individuality, and if a new 
article were put on the market, and ad- 
vertised, many of us could tell by 
whom the ads were written. 

I will take as a modern instance a 
proprietary medicine which might be 
manufactured in Wales—Llewellyn’s 
Chug Chug Bitters. Suppose Mr. 
Llewellyn wrote to the United States 
for some ads for Chug Chug Bitters. 
He would naturally ask a few of our 
prominent advertisers, idea-hatchers 
and language laceraters to help him. 
i He would get the divine afflatus in sev- 
| eral excellent disguises, and here are 
some of the forms it would take. 

A flash light photograph of one of 

Mr. J. E. Powers’ kangaroo-English 

ads would show something like this : 





There is nothing that 
/may not happen if you 
don’t take Chug Chug. 

_ There is nothing that 
can happen if you do. 

_ You say you are not 
“well.” Of course—how 
can you be well if you are 
not healthy? 

Do you want to be able 
to trot a mile in 2:07? 
Regulation track? Send 
for our “encyclopedia.” 
Thirteen volumes. It will 
tell you. 


These bitters are to be bought from Gefygia 
Llewellyn-Pxtslddmyx-Wales. 





Hood’s ads are written by a gentle- 
man who resides far from the madding 
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ADVERTISING STYLES BURLESQUED. 
By G. A. Sykes. 


crowd. His collaborators are the peo- 
ple whose pictures appear in the ads, 
and who have taken Hood’s Sarsapa- 
rilla—one hundred doses, 67 cents. 





Mr. Theophile Fritz O’ Rourke 
Of Torpidity, Conn. 


YANKED FROM THE TOMB 


Caused by 
Complaints about his Kidneys 

So Mr. O’Rourke stabbed DEATH 
with a bottle of Chug Chug and the 
King of Terrors fled. 

“TI was quite sick and nearly dead 
through wearing $2.90 instead of $3.00 
shoes. I didn’t want to live and wasn’t 
stuck on dying. My wife took in wash- 
ing to support the doctors, and I bought 
every medicine in the world but Chug 
Chug. One dose cured me to my sur- 
prise and joy. My eyesight, hearing, 
sense of touch, taste and appetite came 
back, and now I’m better, I can say 
to all sufferers, take 


CHUG CHUG 


and your sufferings will be over for ever.” 











Then there is the bard who does 
soap-poetry. Ye gods—I must not 
forget him. 

Mr. Artemas W. Sapolio has done 
some clever work, which has been 
displayed 6n the ash-barrels and in the 
magazines of three continents. His 
addition to the advertiser’s litany 
would be somewhat like this : 

fer Chug Chug—nice and dark— 
’T will make you happy asa lark. 





“* Give me liberty or give me death.” 
If you can’t cross the Atlantic in a 
twenty-foot dory, try Chug Chug. 
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‘* Hote,” who numbers among his 
victims all the prominent advertisers of 
the country, and feels complimented at 
being called the Jesse James of the ad- 
vertising world, would seize his brush, 
rush out to the nearest cemetery and 
paint this on the wall : 
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All the styles exhibited have attracted 
attention wherever seen, and this be- 
ing devoutly wished by advertisers, 
from that point the ads have been 
good. The writers have been identi- 
fied with successes, much undoubtedly 
being due to their philosophies of styles. 


J 
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Chug Chug Bitters A 
C.S.“HOTE”-LING |-- 
NATURE Hoboken eal 
DESECRATER ~ Kalamazoo| ~~ 








me, 5. t- Pyle’s receipt for that 
popular mystery known to the world 
as a trade-bringing ad would be in this 
wise : 


A 
* 


He 





COLLAR-A will 
ee seize the man who 
“f does not drink 
Cuuc Cuuc. Get 
E it. It will cure that 
. 4 pneumatic tired 
feeling. Drink it 
and your hands won't 
wrinkle. CuuG Cuuc has 
no equals and few supe- 
riors. 





Tramps and nonveracious 
druggists will tell you that 


SHOOT sxe: : 
THEM Shutetny ters 


another., Chug Chug is never given away 
with cough drops. If it is it isn’t Chug Chug. 





The extraordinary mixture of quota- 
tion and slang forming the Shrews- 
bury Tomato Ketchup ads entitles the 
perpetrator toa place in this collection. 
He would serve his country with some 
such verbal rhinestone as this: 


Aha—the villian foiled! I 
will swat thee on the head with 
a bottle of Chug Chug. 


com ae ORE» 


{ 
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LONDON RAILWAY ADS. 


The following observations on the 
advertisements at a London railway 
station are quoted from Mr. Barry 
Pain’s new book, ‘‘ Playthings and 
Parodies.” This gentleman is not to 
be confounded with James Payn, the 
novelist. Mr. Barry Pain, who wrote 
‘*In a Canadian Canoe,” is the chief 
priest of what it is fashionable to call 
“*the new humor.” and contributes a 
weekly series of conversations, ‘* In the 
Smoking Room,” to Black and White : 

I am always interested in the advertise- 
ments. “Early to bed and early to rise is 
useless unless you advertise,” says the Amer- 
ican proverb; but it is quite impossible to 
think that these advertisements are posted on 
each side of the line from any selfish motive. 
They cannot be merely utilitarian, because 
one passes too quickly to read the whole of 
them, ‘**Hang your Venetians!’’ is a line 
which I have read frequently while traveling 
in the underground (railway), and yet it was 
only the other day that I discovered its full 
import, At first it looks like the cry of some 
bloodthirsty Italian patriot, but on reading 
the rest of the advertisement I find that it 
only referred to a particular way of fixing 
blinds, which the advertiser desired torecom- 
mend, Inall probability these advertisements 
are put here from esthetic motives, to break 
the long line of blank wall, and to please the 
eye. The English sky is not what it should 
be, and our advertisers probably wished to im- 
prove and diversify it when they erected sky 
signs. But I do protest against the beautiful 

irl-child of fourteen, with flaxen hair, tight 

Coon, and a short pink frock, holding up a 

cket to an amazed and ecstatic mother. 

he packet may be cocoa, or soap, or pills, or 

baking powder; but the girl’s remarks to her 

mother always begins with ‘‘ See, mamma |” 
is 
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By T. B. Russell. 


Lonpon, Dec. 14, 1892. 
T is a testimony to the widespread 
influence of PRINTERS’ INK that, 
now it has a London office, the 
little paper brings me a few let- 
ters every week, often from very 
diverse places in the world, invari- 
ably with words of appreciation for 
the paper, well deserved; not seldom 
with expressions of kindliness  to- 
wards my own work, which I wish 
I could think equally well justi- 
fied. Prinrers’ INK, as I said once 
before, has made me one or two valu- 
able friendships, and I find it well 
* known and appreciated more often than 
it would be interesting to set down 
here. Certainly the London edition is 
making itself a factor in advertising 
life. During the present week I have 
received letters, through the London 
publisher, from Glasgow, New York, 
Paris, Dulwich and the city of London. 
Other journalistic enterprises which I 
have been connected with, and journal- 
istic writings which I have perpetrated, 
had brought me correspondence and 
acquaintanceship, but nothing to the 
extent which PRINTERS’ INK has done, 
and, though the circumstance has, I 
find, made me write rather an egotis- 
tical paragraph, I would like to be al- 
lowed to record my acknowledgments. 
* “ * * x 
By the courtesy of Mr. Sears, Lon- 
don publisher of PRINTERS’ INK, I am 
able to quote a communication drawn 
forth and addressed to him, in conse- 
quence of my remarks on the list of 
holiday accommodations issued by the 
London, Chatham & Dover Railway. 
Mr. Dales, of East Dulwich, writes 
him : 
** Please inform Mr. T. B. Russell, who 
writes in Printers’ Inx, that the Great 





Eastern Railway Company has published for 
years a list of seaside and country lodgings, 
such as he describes (sic) the L., C. & i) 
Railway has brought out. I cannot under- 
stand an Englishman (if Mr. Russell is one) 
ever thinking that that fossilized arrangement 
(the L.,C. & D. R.) ever originating (again 
sic) anything good except some ‘dodge ’——.”" 

Here the letter becomes libellous, 
and I suppress it. 

* * x x x 

Godey’s Lady's Book, in its reorgan- 
ized form, is to have a London issue 
before long, as I understand. Mr. 
Davison was here not long ago with 
this arrangement in view, and made 
suitable arrangements for an appear- 
ance, probably in March: The col- 
ored pictures of society ladies ‘‘ in their 
habit as they live” are hardly in the 
English taste, perhaps; but we are a 
considerable deal more tolerant of in- 
novation now than a few years ago, 
and the other features of Godey’s are so 
admirably attractive that the success 
which attends the London editions of 
Lippincott’s, Harper's, Scribner's and 
the Century Magazine will probably 
be repeated in the case of the new 
arrival. 

* * “ oa * 

The ‘‘ missing word” craze may be 
said to have reached a climax. It has 
now got to go, the courts having been 
invoked to stop it, and having declared 
it to come within the legal definition of 
gambling. I explained the system a 
week or so ago in PRINTERS’ INK. A 
paragraph is printed, lacking one word. 
and you send a guess with a coupon 
from the paper conducting the compe- 
tition, and a shilling. The whole of 
the shillings are divided among the 
competitors who select the right word, 
which is placed under seal with an in- 
dependent person, first. The scheme 
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originated with Pearson's Weekly, a 
big, bright and cleanly printed period- 
ical, which has probably a larger circu- 
lation than any other paper in Eng- 
land—over a million this week. The 
plan was speedily imitated in one or 
two other papers, though nobody did 
it as successfully as Mr. Pearson, who 
one week received the astonishing num- 
ber of 317,000 replies. He tells me 
that he does not regret the ending of 
the matter, as the labor and other ex- 
penses involved were very heavy, and 
the trouble given by the matter was 
enormous. The agitation against the 
device was initiated, I think, by the 
Evening News, which, with the un- 
reasoning malevolence which, for some 
reason or other, some English papers 
think it necessary to show towards 
their contemporaries, went out of its 
way to denounce the gambling tendency 
supposed to be set up by Mr. Pearson’s 
scheme. No doubt the latter 7s gamb- 
ling, but one would hardly have thought 
that the Zvening News, which owes a 
good deal of its circulation to racing 
‘“‘tips” and intelligence, was gute the 
journal to stir up the matter. The re- 
ligious press, as usual, wassilent. You 
never hear of any reform initiating 
with a religious paper. Asan amusing 
incident of the craze, it may be noted 
that a very well known city man, Mr. 
Andrew ‘Tuer, of Field & Tuer, backed 
the right word last week for seventy- 
five guesses, and as the prize was 
£8 odd, it will be perceived that he 
cleared some $3,000, In anticipation 
of a string of begging letters, he hast- 
ened to tell a Séar interviewer that 
‘*he had spent the money.” Probably 
his lay, on receipt of the news, may 
have been ‘* 7wer-ra-ra-boom-deay !" 
* * 

American advertisers in England 
often begin business here on the agency 
plan, and sometimes the system answers 
well, as in the case of the Norton Door 
Check and Spring. There is this ad- 
vantage about the plan, that you can 
localize your advertising in country 
papers to the districts where an agent 
is appointed, and you miss no sales by 
waiting for the trade to order, because 
the agent’s address is appended to the 
advertising. Thus a metropolitan ad- 
vertiser secures the advantages usually 
monopolized by local traders, The 
plan answers well, providing that it is 
thoughtfully worked, and that care is 
taken not to let local jealousies inter- 
fere with free sale of the goods. The 
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local agent must be willing to share to 
a reasonable extent with his neighbors. 
Of course the head office must give, and 
exact, loyal support. Asa “‘ pointer” 
I may say that care should be taken as 
to how the word “‘ agent” is used, and 
it may be advisable to find some other 
form of expression, because the Eng- 
lish law as to what an acknowledged 
agent may let his principal in for is 
rather lax. The importers of Venoya 
Tea, an English firm, are just now 
working the provincial towns on the 
agency plan with remarkable success, 
which circumstance attracted my atten- 
tion and called forth the above re- 
marks, This block (here reduced to a 





little under a quarter of its original 
area to get it into column width) is 
being inserted, with name of agent, in 
local papers. The agent is supplied 
in addition with samples in sufficient 
quantity for general house-to-house 
distribution, with colored almanacs for 
the wall, and with posters, show tab- 
lcts, transparencies and billheads, while 
circular letters are forwarded to leading 
lecal residents from headquarters. The 
plan is proving a big success, and is 
energetically supported. It is to be 
noted that the sample packets are a re- 
duced fac-simile of the selling size, a 
system which I have already had occa- 
sion to mention as desirable, in this 
column. American advertisers who 
contemplate entering the English mar- 
ket with an article appropriate for such 
treatment (and when it can be success- 
fully done with anything so difficult as 
tea, it should be easy to do it with any- 
thing, almost) may, perhaps, find some 
points above worthy of consideration. 
x * x * * 


The patent medicine trade has now 
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an official organ in England, the 
Patent Medicines Journal. It is 


made up of news and comments affect- 
ing the trade in proprietary articles. 
An editorial note says : 





The literary contents ofthe Patent Med- 
tcines Journal are ABSOLUTELY UN- 
BIASSED andare POSITIVELY NOT to 
be bought or influenced in any way what- 
ever, in consideration of advertising patron- 
age. 





—which is very right ard proper. 
Really the P. 17. /. is to be felicitated 
on its noble independence of spirit, but 
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the comment by Hamlet’s mother on 
the lines of the Player Queen— 

The lady doth protest too much, methinks! 
or of the French proverb, ‘‘ Qui s’ex- 
cuse s'accuse.” Observe, / don’t accuse 
the Patent Medicines ’ Journal. By 
the way, from recent arrivals of Fame 
(New York) Mr. Ward would seem to 
have lashed himself into an almost 
Achilles-like wrath with PRInTERs’ 
INK of late; but our friend, who is 
fond of airing his classical erudition, 
will remember that even Achilles did 
not make altogether a nice exhibition 
of himself when he exhibited his ire. 














Shall Artemas rush in 
where Achilles failed to 
tread—with grace ? 
* o 

Mr. James, of Dome 
Black Lead fame, is to be 
congratulated upon the at- 
tached block. No doubt 
he feels better, now that 
it is off his mind. Any 
man feels better when he 
has got off a joke like that 
than when it was knock- 
ing aLout loose in his 
system, seeking whom it 
might devour. It is a 
painful thing to have a 
| sense of humor that gives 





birth to witticisms _ like 
this! But it is a good 
block, dien entendu, 
good advertising. 

* * 


and 


Mr. Joseph Wright, of 
Glasgow, Scotland, who 
advertises the ‘‘ Drooko” 
Umbrella widely and very 
cleverly, and makes those 
useful articles by appoint- 
ment for the Queen, has 
scored a remarkable suc- 
cess with his ‘‘ Laird Nic- 
oll’s Kitchen and Other 
Scottish Stories ”—a very 
readable book, which has 
run through eighteen edi- 
tions and is still selling 
freely at 6d. It is from 
the pen of the great um- 
brella man himself and 
contains a number of ad- 
vertisements at the end, 
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“USED IM THE \ROYAL PALACES. 


exclusively relating to the 
umbrella in question. 

It is a signal success 
to make a general sale for 


Sticks 
4 t4 te 





I wonder whether no other attentive 
reader has been reminded as I was of 


a book like this, for the advertising 
effect must have been enormous. 
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An Advertising Tour. tisers. And in reflecting upon these 
——— conditions it has occurred to me that it 

I have for some time been interested might be interesting, if not instructive, 
in noting a certain distinctiveness about to make an advertising tour, stopping 
the local advertising of various cities. one week in one city and the next in 
For example, the advertising columns another, reproducing and commenting 
of a Chicago daily have an appearance upon some of the noticeable local ads 
quite different from those of a Boston to be noted there. Of course, a 
daily, and if a typical Philadelphia ad- certain proportion of advertisements in 
vertisement should happen to be trans- every daily are likely to be general 
planted into a New York paper it and to appear in the same form in the 
would occasion Gothamites some sur- papers of all cities. But in the local 
prise—at least, those who are accus- announcements there is an individu- 
tomed to follow the vagaries of adver- ality that is worth searching out and 
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bringing to the attention of other per- 
sons at remote points. 
* 


* * 

Chicago is, perhaps, the most appro- 
priate city in which to begin a tour of 
this kind. The prominent place it will 
occupy during the coming year, by 
reason of its Columbian Exposition, 
and the number of people who will 
visit it, coming from all quarters of 
this and other countries, lends an ad- 
ditional interest to the efforts that local 
advertisers are putting forth. The 
back page of the Chicago 77ribune, 
reproduced on page 33, shows a typica! 
lot of Chicago advertisements and the 
efforts of some of the largest retailers. 
The first thing one notices about them 


Baby’s 
Health. 


You Gon't want to risk your baby's 
fiealthyyet you feed it all kinds of so-called 
“foods.” Several ingredients mixed; bad 
fofZthé stomach. Milk is nature’s perfect 
f ‘The only healthful food you can ‘give 
your child. 


Highland Brand 
Evaporated Cream 


Is pure milk from healthy cows, preserved 
without sugar or chemicals. No mixtures, 
Feed it to the baby. 
A copy of “Dainty Dishes” and “Babies’ Food” 
sent free _ Mai! us your address. 
AMELVETIA MILK CONDENSING CO., 
26 River St., Chicago, Ul. 

















is the absence of heavy gothic type and 
a general appearance of openness. 
This latter might indicate one of two 
things, either that the rates to local 
advertisers in Chicago are less than in 
other cities or that advertisers there 
have learned not to crowd their an- 
nouncements and are more liberal in 
the use of space. The absence of ugly 
display is due, r.o doubt, to the skill of 
Chicago printers—this city is celebrated 
for the good printing that comes from 
it, and its dailies are handsomer typo- 
graphically than those of any other 
city of the same class. 


* 
¥* * 
It will be further noticed from the 





page reproduction that the custom ob- 
tains to a considerable extent of divid- 
ing up an announcement into several 


| 

“The | 
Divorce 
Lawyers 


Can tell queer stories; but” theyra 
agree—and the evidence proves it— 
that there is no business for them in 
families that use 


AMERICAN FAMILY | 


SOAP 


When you find contented and happy 
families take a peep at their lavatory— 
one glance—Kirk’s soap prevails—all 
is explained—Marriage is not a failure, 
JAS, S. KIRK & CO., Chicago. 
Kirk's ~_ J Bieevad Seapp> best for 
chapped hands. | 

















parts, thus advertising books in one 
space, furs in another, lace in another, 
and soon. The three largest adver- 
tisers appearing on this page also use 
specially engraved headings for the top 
of their ads. This undoubtedly serves 
a good purpose in enabling a would-be 
Diyotion 
=rust color= 


=russia hide— 


se inter 


Wwear, | 








Shaped after the most, 





approved English| 
== 
Salas se 
shopper to turn at once to a particular 
firm’s ad. It has adisadvantage, how- 
ever, in that it is certain to overshadow 
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the name of the thing advertised. For 
my own part, I should prefer to put 
the firm’s name at the bottor of the 
ad, but then I may be wrong. The 
effect that I have in mind may be 
observed by taking the ad in the upper 
right-hand corner of the page. Cover 
up with a piece of white paper the 
heading ‘* Marshall Field & Co.,” so 
as to leave ‘‘ Men’s Fine Wear,” the 
first line, to strike the eye. Then 
cover the rest of the column below the 
second signature of Marshall Field & 
Co. (beginning with the line ‘‘ Special 
Holiday Sale of”). You now get the 
effect which it seems to me is the pre- 
ferabie and more logical arrangement. 


hs Breakfast 
Without ‘Batter’ Cakes 


Is like a Wish half gratified— 
The longing for Completion remains. 


To be fully prepared for the day's business, there is | 


nothing quite so good to sustain you as a 


A Hearty Morning Meal of Pancakes, made from 


Aunt 
Jemima’s 
Pancake 
Flour 


touch for a Chicago ad—but I fancy 
all residents of the Windy City do not 
relish that joke. 


*  * 

There is a noticeable effort on the 
part of nearly all the local advertisers 
in Chicago to make their announce- 
ments interesting. In New York the 
big dry goods houses and department 
stores rarely attempt to do more than 
present a bare catalogue of goods for 
sale. Some make an effort toward 
attractive typography. but few give 
any special attention to the reading 
matter. One very cliver ad inserted 
in the Chicago Sunday papers by 
Siegel, Cooper & Co. was _ headed 





The way. 
Your 
'| Best 
| Trousers 
look on 
Sunday 


morning 


after a 











If you would buys 





im couple of extra pair for 


$5, $6, $7, $8 


each, for use in stormy 


Much of the low grade and aciulterated stuff on the marketis | 
positively injurious. Our Pancake Flour is a com- | | 
| bination of Wheat, Corn and Rice and we guar- | 
antee it to be pure and healthful, afd to make the 
best ‘‘Batter” Cakes you ever tasted 





| weather, you would save your best. 


It is Self-Rising and Ready for Immediate Use. snes Chat | 
If your grocer does not keep it, tell him the trate is supplied Ly all wholesale grocers | Clark & Adams TAILOR | 


u 





The advertisements as they stand all 
end tamely, but the change would 
make them well balanced. 


*  * 

One of the features of the Chicago 
papers just now is the series of ads 
being run by Kirk’s Soap, Helvetia 
Milk Condensing Company and the R. 
T. Davis Mill Company. While these 
are not, strictly speaking, local adver- 
tisers, two of them are Chicago con- 
cerns. The general similarity in 
writing and arrangement suggests that 
they are the work of one and the same 
person. ‘* The Divorce Lawyers’ 
heading I consider a specially good 


Manstactured by R. T. DAVIS MILL CO., St. Joseph. Mo. | 





‘* Shakespeare’s Seven Ages—Slightly 
Chicagoized.” It extended across 
three columns and ran the full length 
of the page. Although rather long I 
cannot resist the temptation to repro- 
duce it here : 
All the world’s a stage 
And all the men and women merely 
players : 
They have their exits and their en- 
trances, 
And one man in his time plays many 
parts, 
His acts being seven ages. 
Shakespeare's “‘ players’’ utterly routed 
by the Holiday Window Show at Siegel, 
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Cooper & Co.'s. See the Landing of 
Columbus. 
At first the infant 
Mewling and puking in the nurse's 
arms ; 
Nursing Bottles and Didies, Baby Rattles, 
all prices ; Christening Dresses, any price. 
Everything at XIX. Century prices at 
Siegel, Cooper & Co,’s. 
Then the whining schoolboy, with his 
satchel 
And shining morning face, creeping 
like snail 
Unwillingly to school. 
School Books, Satchels, Can't-wear-’em- 
out Tron-Clad Shoes at Sieyel, Cooper & 
0. 3. 
And then the lover 
Sighing like a furnace, with a woeful 
ballad 
Made to his mistress’ eyebrow ; 
Tinted and Perfumed Paper and Evel- 
opes for the lover’s ballads; Beautiful 
Blue Ribbon at 6c. a yard to make lover’s- 
knots of. Pomade for his mistress’ eye- 
brows at the Manicure Dept. of Siegel, 
Cooper & Co. 
Then a soldier, 
Full of strange oaths and bearded like 
the pard, 
Jealous in honor, sudden and quick in 
uarrel, 
Seeking the bubble reputation 
Even in the cannon’s mouth ; 
Soldiers’ beards trimmed in the Van Dyke 
fashion at our barber shop. Guns and 
Pistols in Sporting Goods Dept. If 
wounded call on our Dr. Beck ; office 3d 
floor ; moderate fees. Aa 
And then the justice, 
In fair, round belly, with good capon 
lin’d, 
With eyes severe and beard of formal 
cut, 
Full of wise saws and modern instances, 
And so he pos his part. 
Fat Phila. Capons in Grocery Dept., 
washed down with a fine glass of Port 
Wine at 8s5c. a bottle. Garcia Cigars, fit 
for a Chief Justice, at $3.25 per box at 
Siegel, Cooper & Co's. ’ 
The sixth age shifts 
Into the lean and slipper’d pantaloon, 
With spectacles on nose ard pouch on 
side, 
His youthful hose well sav'd, a world 
too wide 
For his shrunk shank ; and his big, 
manly voice 
Turning again toward childish treble 
pipes 
And whistles in his sound. 
Old Men’s Luxurious Couches and Easy 
Chairs, Spectacles and Tobacco Pouches, 
Dressing Gowns. Painless Tooth-pulling 
and False Teeth at Dental Dept. of Sie- 


gel, Cooper & Co. 
Last scene of all, 
That ends this strange, eventful his- 
tory, 
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Is second childishness, and mere ob- 


livion ; 
Sans teeth, sans eyes, sans taste, sans 
everything. 
Curtain: 
pene aed Curtains made at our Uphol- 
stery epartment. 
* 


* ” * 
The other ads reproduced here speak 
for themselves. ‘The trousers ad is 
particularly effective, because it pre- 
sents an idea clearly and convincingly. 
The shoe man’s ad—of which I only 
show a section—is noticeable because 
of its eccentric display and the big foot, 
which in its original form stares out 
from the paper’s pages. On the 
whole, I think Chicago advertisements 
are good and in keeping with the wide- 
awake, enterprising character of the 
city, and advertisers of other localities 
can get points from following the an- 
nouncements that appear daily in the 
Chicago Herald, Tribune, News and 
Lnter-Ocean. 


FA. OGL —— 


The Advertising World. 


Readers are invited to send in news items for 
use in this column. 


Wm. H. Tutt, of Tutt’s Pills fame, 
has sold his business to a joint stock concern, 
The name of the new firm will be the Dr. 
Tutt Manufacturing Co., and business will be 
continued at the old stand, Itisstated thata 
good line of advertising will be placed early 
this year. It is rumored that Mr. Brent 
Good, of Carter’s Little Liver Pills, purchased 
this business, comprising Dr. ‘Tutt’s Liver 
Pilis and Wm. H. ‘Tutt’s Liquid Hair Dye, 
the consideration being $200,000. I spoke to 
Mr. Good and he said: ‘I’ve got nothing to 
do with it. 1 merely loaned a man the money 
to buy the business,” 


The amount of humbug and ‘*‘ fake’ 
advertising going out now is something un- 
precedented, ‘The country seems to teem 
with swindlers who try and get their ads pub- 
lished without the slightest intention of pay- 
ing forit. While talking tothe publisher of 
a daily in a moderately sized city, he said: 
“Since the first of December we have re- 
ceived enough bogus and worthless contracts 
to fill three columns of the paper, not one dol- 
lar’s worth of which has gone in. I see, how- 
ever, that some of my contemporaries are run- 
ning much of it.’’ 

Bergner & Engel, the Philadelphia 
brewers, are going to make an advertising 
splurge at the World's Fair. They are adver- 
tising Tannkauser Beer in Philadelphia and 
vicinity, Mr. Taylor, of the Philadelphia 
Times, handles the business. 

P. C. Lewis, Catskill, N. YV., who 
has been advertising in the medical papers, is 
contemplating using other mediums, so a soli- 
citor tells me, 





’ 
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B. L. Crans says he is now the a 
advertising representative of the American 
Queen, of Bridgeport, Conn, 


It is reported that the advertising of 7 
Dr, P. Harold Hayes, of Buffalo, and that of 
Merrell & Soule, Syracuse, placed by a Phila- 
— agency, has been ordered discon- 
tinue 


The Cafebrin Co., Boston, is plac- § 
ing advertising in some of the New England 
papers, using dailies and weeklies. The State 
of Maine has already been covered, and the 
business is now abou: to be placed in New 
Hampshire and Vermont. S. F. Whipple, of 
Lowell, Mass., has charge of this advertising. 


M. C. Reefer has become the New 
York representative of the Indianapolis Sux, 
the Grand Rapids Press and the Baltimore 
World, all of which are penny evening papers, 


The United States Baking 7 
is advertising in the West and Middle West 
Remington Bros. handling the business, 


The competition among sporting 
goods manufacturers has grown largely, sev- 
eral new and enterprising firms having. come 
into the field. Most of them are preparing to 
advertise and some of them will do so exten- 
sively. 


Dr. J. C. Ayer & Co., Lowell, Mass., 
have gradually been reducing their adv ertising 
appropriation, report states from $400,000 to 
$150,000. A number of publishers say they 
have been notified by Marcus Wight, the ad- 
vertising manager of the concern, that week- 
lies and dailies are to be dropped. A good 
many say they think this is an effort to bear 
the market. 


The growing demand for bicycles is 
bringing many new men into the business and 
a lot of bicycle advertising will go out early 
this year, ‘The McIntosh-Huntington Com- 
pany, of Cleveland, O., is one of the wheel 
firms that will advertise liberally. 


Several American horse breeders are 
seeking space in high-class English news- 
Pa rs, as they wish to advertise their stand- 

-bred trotters in that country. The Amer- 
hon trotting horse is becoming exceedingly 
popular across the Atlantic. 
G. A. SYKES. 
——_~4 - > ———- 
WANTS, 


Advertisements under this head, 6 lines (36 
words) or less, one time, $1.00. 


UR rates are 5 cents a line. HOME DELIGHT, 
Council Bluffs, Lowa. 


Ls MOMENTS, Leon, Ia. 5,000 readers 
5 cts. line. Reaches ches young folks. 


Wane ANTED —4c. for 10¢. Little Casino Base Ball 
me EMIL GROSSMAN & CO., Cleve- 


W ANTED—con vassers to obtain subscriptions 
and advertisements. Address PRI cRS’ 
INK, 10 Spruce St., New York. 


TRECTORY PUBLISHERS, lease send circu- 

lars and price list of your directories to U 8 

ro? wa CO. L. Box 407, Bradford, McKean 
‘oO , 


ANTED- —Every reader 0} reader of Printers’ Ink who 
is troubled with Piles to t —— on 
Cure, 50c. and #1 a box by mail. P. MORTO 
ee be 
W4AxtED-To: —To sell a paper in best town in Min- 
n’t answer unless you have 
cash, balance ‘on good time. om, at once, 
“MINNESOTA,” care Printers’ Ink 


—7- used U. 8. postage sts ‘ht in 

quantity. “ o—- voy yee wo sav 

a tite for circular giving full i as rs. 
. CALMAN, 299 Pear! Ut , New York. 


7 ANTED— Every advertiss advertiser desirous of secur- 
WASTED dre trade = wvi00. Fo 's Canada 
List rs); cir. rates, 
etc., write D. “4 pew EY. Hamil n, Canada. 
DVERTISING EXPERT, 15 a expe: 

, not oxpers writer, cos r -~~ 
ployer and good services. Ad- 
ress ALAN, Koom 4, 9 4, 8 Spring 8t., New York. 

‘HEY GO FAST. Send 10. conte in stamps for 

‘I the Life of ore boy to id. > account of his his 
life pod the hey pa ey Pubs. 
send rai ae rand Rapids, Mich. 


A tea? so scarmaioe who ty busi- 
ness =n, wanted se odie as edito 

mentee of a well-established trad urnal. 

Address, in confidence, “T.,” care Printers’ Ink, 


y 7 ANTED—Rates for inser th —- & 1-inch adver- 

tisement in ong gust blication, tf, - 
able quarterly or with Saer. Send sample 
copy. Address CHICAGO SC SCALE CO., Chicago. 


W ANTED—To give our re our readers the ‘benestt of 
. = “peopl “Tolinos B I: you have one ana 
— e people now ite us. Lead 
re paper. S AND COURIER, Nor- 
folk 


wa p TED Every reader | reader to send full address 
. If you keep the book (5th edition 
og 5,000 ropes) tea send me 20 cents, or return 
H. T. FRUEAUFF, Publisher, 

nD, 
W fetiable is KNOW! that that we Fok a om and 
ladies’ => 30 


list of 
Proof of its hoa jadi fu 5 
Writs or call. CRANE. ity ga con 19 W. 
13th St., New York. 


Vy J ANTED—A good editorial and special writer 

would like position as such on daily or 
weekly in country town or small city. Small 
salary if allowed free scope. Address “M. N..” 
care of Printers’ Ink. 


6s M43; wants but little here below.” I want 
only a Gee, for — 5 think I am 
ractical ad 
vertisement of your ft ~ —Kyy 7 . WARREN 
LYON, Highlan Park, Conn. Conn. 


W sian ‘nape situation in a Soto 

country newspaper and job o Office by a 
oung man of sober habits and 10 z= experi- 

f omy near Washington preferred. Ad 

18, Hotel Astor, Washington, D.C. 


\ TANT ADVERTISEMENTS in Privrers’ Ink 
under this head, six lines (thirty-six words) 

or less, will be inserted 

For additional space, or continued insertions, 

the rate is 75 cents a line each issue. 


7 ANTED—To learn of a good opening for a 

W Democratic daily and weekly if you ou are 

the ovat & of on Pita would -Fys sell le 
tions 


—# y RSET, ert, Kiton Towa, 


V ) ANTED—The address of those in want of ex- 
cellent Mailing List ; it’s a City and wine A 
Directory of vont third richest county in 


America ; ; Send for circular. GREA 
SOUTHERN PUB C Frederick, Md. 
POsiFIO#—Touns man, z man, with co education 
rs’ ce as A iter, wants 
ition on country weekly ee can develop 
is capacity as a Writer. Good references. A 
dress 8. B. STODDARD, RD, Wellington, oO. 


NY ONE wishing to — the mann sd 
business will do well to © 


Good yecgons . selling. 
quired. W. D. SMITH, Lamb Lamberton, 
Ws ANTED—Buyers for rs for Reveille Tablet a 
sition. mS e rubber ; a not pull 
in ten minw sepa- 


; dries 
ctions to make and use it for 
50 cents. Address Lock Box ark Box 3, Rolfe, Iowa. 
\ 7E have transferred more newspapers in the 
last thirty days than any other agency in 


one time for one dollar. 


or 
and 


$500 America, with satisfaction to 


sellers. Address NORTHWESTERN ‘A 
PER BROKERS’ AGENCY, Dodgeville, Wis. 


s 
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— 


wax ED—Energetic Editor, with brains and 

Seen, hear of opening j be Sort of 8 a 
5 an 

A Adress 3.3." care Printers’ ink. 


Wwe it known—that you be at ease 
while your edvertisenens 3" on the 
Breeze.” = 10 cen’ ~ our contract 


agrees. To sore t, with nary a 
freeze. ’Mo. ng twenty vad Bot Send your 
ad, please, T B. CO., Augusta, Me. 





ADVERTISING NOVELTIES. 


7 * 





partic 
In every village illage and town a man 
Waki to So paint Sons. ‘0 €x) eee required. Our 
itabl = GI by BR i full I pa 
le 
{cubes LITTLEFIELD & © TLD £00., AC Adams, N 
ANTED—' furnish, eve with 
ie ocisl wholesale prices, 


-— yout to exhibit at ihe Word's Fair? 
e 


t streamers, a 
and decorations. LICKS & C & OO., Palmyra, N. ¥. 


yt - ery sporting editor the “ Lit- 
, =! Nase Base Ball —— free upon 
1882 book, 


sent up ST oy 
Senet eS an CoO., Cleveland, O. 


b from i newspaper writer, small 
Wespiat, ig obey contro! interest in 

or week] ‘Ag’ of fy we ent or Dem- 
a oo ics. Would ton. ical printer 
for parteer. Address “ NORTO ” care Printers’ 


FIRST-RATE sdvertising man man desires € 
licit or waiter; 
an accountant and 


has good a training 
salesman ; ch reference as to char, 
a and Be aie a SOL CITOR,” care Printers’ 





DVERTISEMENTS wanted. Circulation 3,000 
to 4,000 per month. Send for rate card. Oo 


Titres will be “set” in a neat and artistic en 
. Address YOUNG FOLKS’ BEACON, 
6. 
OW, when and where cum, I advertise? I 
furnish en of mah Bow am 


as > he reduce by a 
Wi'pay f To pum und cents. 
Hy Oe tenn for t best 1 i CHAS. . HOUGHTON, 


Wa ide wo saber pal pejaters~ene for fess 

A sneter for anes of first-c 
daily. Prosperity ahead. Plain bu 

competent wo work. sromee execution of ideas 


gid tment. Address “ MODE- 
8,” care of Prin rs’ Ink. 


Wee oe eae Paper. print fl 1 anid 
e se ly r, 0. ne 
mail. Have stories, de seente as 


— work 
Tie ty UNION ern Breme e 2 ea 
3 Vandswater St., New York. York. 


BARGAIN for a live man. The INDUSTRIAL 
NEWS, local pa) paper pabl published at Gainesville 
thie centre of the belt and aaptrenelis of 
Northeast Geo anal secured Sor what the 
INDUSTRIAL’ Gainesville, Geotyia 
eeu NEWS, Gain le, Georgia. 
66 TRADE.” Personally addressed 
Se ion, Lampe be a iy ey are far more 
newspaper or 
circular adve ng diseoint on nearly 
all letter-du dew —~y Full in formation 
from G. HO. FANS EL, Fredericksburg, Pa. 


Experien jenced general advertisi 
W soticitor, res praia ona ‘medium 


a8 





- 


on success a soteal 
chance for capable man ane h Box oF retendiccs 
Address “ P' HER.” care rs’ Ink. 





newspaper and Job oftce M lam 7 er 
ice. Mu ve “ snal 
and thoroughly understand the business. thy 
every y. Married man preferred. None 
buta man, with expcrignce and good 
references, need apply, Senti Sentinel, Granville, 


DIRECTORY GRATIS.—I 
A oS siiveniane or r others 


id of 
value since the edition for 1892 wes * 
issued ; will be delivered free to bearer recess 


‘Address AMERICAN 
DIRECTORY, 10 Spruce St, New York. 


ur 
per is for young people. All ads. not having yet 5 de quickly, oe 


under this head, 6 lines (36 
words or less), one time $i. 00. 


J for fun, Little Casino Base Ball Schedules 
IL GROSSMAN & CO., Cleveland, 0. 


‘NATALOGS! CATALOGS!! CaTAlLoas | '! 
We t and illustrate ental 
inal d in embossed co nd for esti- 
mate. RIFFITH, AXTELL CADY Co., 
—— Mass. 
ON’T talk about i advertising m povaiiies “en 
you have seen the“ Little ” Base Bal 


Advert 


est Schedule. Sold everywhere Stt0 Je. 


1892. 
book sent for 4c. to-day. EMIL ‘GROSSMAN 
¥ 0. Cleveland, , are 


OLUMBUS EGG PUZZLE. The latest medium 
out for advertisers ; i are made of wc “d, 
and will — break. ur name yy vh 
evel Send 18 cts. for sample and prices. 
AP. S, 85 Fifth a * , Chicago. 


Pot ‘Advertining | rio ikl 

of yy a es Novel hikely ry benetit 
as well as adve 6 lines, 36 words or 

less, will be inse a § 

one dolar. Cash with order, More 

tinued senna 75 cents a line each 


Py BITZES arte DYSPEPSIA, 





FARE- 

m and typewriter 
ly accomp! ~¢- in 
ile, without any ~~, on t 
information 

D BUICATO! CATOR,” 7 Dey St., N.Y. 


CRAMP 
as duplica 


multi le co 
The “ 





ILLUSTRATORS AND ILLUSTRATIONS. 


Under this head, 2 lines (12 words) will be 
inserted three times Jor $1.00. 


LLUSTRATIONS and type, type, electro pages, 
Ts “'R,” 68 Ring St. Pro vidence, R. I. 


ec ngraving. Photo El 
pty M ha ical Kng Ki Ph 
type Eng. Co. 7 New Ch Chambers St., N. x. 


= FOR 5 CENTS EACH can be made by our 
rocess, Full directions teed for 2 

or vend for circulars. ISHPEMING 
PLATE CO., Ishpeming, Mich. 


cre for bey) r “ads.” to fit the oe 
: Orn shoe an Prarnishin lines. a 

inet ideas. Our catalogue 44 the ‘saking. 
SA & COMPANY, Washi ', Washington, D 


OU can tell a conventional “ad” from a real 
“work of art.” I’ve no catalog, but see me 
and get exceptional work. Artist 10 years for 


3 first periodi — bE “ ARTIST LIN- 


COLN,” 28 West 20th St., New York. 





ADVERTISEMENT CONSTRUCTORS. 


Advertisements under this head, 6 lines (36 
words) or less, one time, $1.00. 


a cnegives an order for a whisky ad; am amac- 
@ man who knows all the in 
sido! workings of whisky whom I can put on tap 
for pointers ; utilize him, as it were. For wet or 
dry ads saddress, in own han that I may know the 
brand you use, G. F. NELSON, 10 Spruce St., N.Y. 


MISCELLANEOUS. 
Advertisements under this head, two lines or 
more, without t display, ‘T5e. a line. 
pea UMS FOR ~ NEWSPAPERS. EMPIRE 
CO., 146 Worth St., New York. 


GTENOGRAPHERS furnished without c! 
for my services. W.G. W. G. CHAFFEE, Osw Oswego, 


Piedertiog Rend tas tr ie ean 
ut or 


















a 
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SUPPLIES. 
Advertisements under this this head, 5-4 anes or 
more, without display, 7c. at 
yan BIBBER’S. 
AN BIBBER 
Printers’ Rollers, 
L®*=** INKS are the best. Hew York, 
Pa DEALERS—M. Plummer & Co., 161 
William St kind of paper 


N. Y., sell every 
used by printers and blishers at lowest prices, 
Full line quality of ters’ Ink. 





FOR SALE, 
Advertisements under this head 7 cents a line, 


3% BUYS 1 INCH. 60,000 coptes PROVEN. 
$3. "woman's WORK, athens, Ga. 


H ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25c. AM. I 8. CO., Newark, N. J. 
Fe sale or lease the “Tassmente SICKLE and 
> ee i County NEWS, the = a ae 
ohns. or particulars a 7 
SMITH, Administrator, Maz “4 is. 
F% SALE—A y Bor tes py of the American Newspa- 
Pe ~onog By mi we dollars. 
dress GEO. P. ROWELL 
&CO., pe io jo Spruce, 8t., New York. 





Phila., Pa. 


| >> SALE—Two Kendall Folders, but little 
used ; will fold the oom sheet ore sold very 


ra once Ehe P Vi RESS 
ty 2+ ——~ 


100,000 py We sit of any State at 


and torfeit 4 cts. on each returned 
= Pieced. ” 1,000. AG F, GENT’S HERALD, 


chose. as we want 
‘ecting machinery. A 
Pra G AND PUB 


r‘o AD TISERS—8,161 names 
Tr aa geneva Ly diserict ae 
Radiees DEMOCKAY, Santa Rose, California.” 


JE ha ards of 100, 
Ww! ved from gotn o ,000 mone aon yin 


eral novel vertising. an — of 
over iatout Ne None better to sample 


copy. — tt oracrey hebw 
figure. Address ** wer i Rew New Haven, Conn. 





ADVERTISING MEDIA, 


Advertisements under this this head, two lines or 
more, without ut display, Te. a line. 


GPOKANE SPOKESMAN. _ 


UFFALO TIMES proves” 
Buz % titeey a ea 


GENTS GUIDE, New York. The leading 
A agents’ cue, Nev ¥ copy. 


M dos of any medion Soutaal a Bes srs 


‘(HE KATES CATALOGUE, Greenville, 
reaches the women. GUE, Gre Copy = 


[HE COUNTRY YOUTH, Milwaukee, Wis. po 
readers. Reaches s farmer boys. 6 cents a line. 


EATTLE TELEGRAPH —The o m 
Democratic daily in Oregon, ldabo & Weake 


A DYERTISERS. GUIDE. Mailed on recei of 
STANLEY DAY, New Market, 

Tk GREAT aS eee South on 

kota. It’s new, spicy and reaches 5,000 


GAZETTE ADVERTISEMENT RECORD—For 
x ——_— $1. Testimonials. GAZETTE, 
RY Fae iy ame pers; circ. iso th- 

Jk Lisi papers: ew land, N.Y "Pe. 


Re MELY TOPICS, ¥ 
BE fend for tons. Que segs CTORIAL WEEK. 





OR SA B—Good: 
Forte lass job-office in connection, located : 
village estern New Yor 
of 3, 1000 rh Only prin office in town. 
as a : sold ai tt _f. BH it. If zm 
ean business an ve #1 
P.,’ this office — 
R SALE—A Democratic newspaper and job 
FORE Dee 10,000. Business ioe 
ewe ng better. Office splendidly equipped, cyl- 
inder and job presses, folder and water motor, 
&c Fine lot of newspaper and job type. ‘all point 
qn. A splendid chance. Owner going into 
er business. ‘“‘ MASS,” care Printers’ 


ee 


ADDRESSES AND ADDRESSING. 


Advertisements under this head, 6 lines (36 
words or less), one time $1.00. 





DDRESS Room 7, 1302 Filbert St., Phila., for 

7,000 new pames a all ll over United States. “Col- 
lected since Dec is.” CType-written), $1.75 
per thousand. Positively tr fi 


NEW list of Lady Canvassers ra at completed. 
Also 1,000 Book Agents’ 
Trade lists furnished ; CTRLW n rapping and 
mailing. Write us. CRAN -» 19 
W. 13th St., New York. 


55 000 ENTERPRISING 1 a ge Hull’s 
ds Complete of Western 
teachers for 1893 es ok “a © form. Names 
classified. Sam ree. Directory, com- 
plete, $5. HULL, 8 Shelton, Ne Neb. 


530 000 = yg ge “reliable. 


e 

a ag School Trustees’ and *Farmers’ names. 

rite! CALIFORNIA AD DVERTISING AGENCY, 
Box 179, Sacramento, Cal. 


EERSONS who have facilities for b ing ad- 

rs and consumers into contact through 

lists of names and add may announce them 

in 6 lines, 96 words or less, under this head once 

for one dollar. ith order. More space or 
continued 75 cents a line each 


LIES CO., 28 West 23d St., New ork City. 
Cum. Central, Southern, and Southeast- 
/ ern Ohio offer a rich field id for adve 
Sunda: 17,000 and Weekly. 
un an 
field. hn leading advertisers use it. 


ya ADVERTISEMENTS in Privrers’ 


order. Additional f. or insertions 
7 cents a line each issu: 


BILL POSTING & DISTRIBUTING. 


Under this head, 2 lines (12 wonde) will be 
inserted 8 times jor $1.00 


KS, bills. $2.50 per M. DREW’S TICK- 
A Ber aGENGY, Concord, NH. 


O). fais T.. Panonaet a Pa., covers Wil- 
Del., and Delaware Co., Pa. 


SREB areolar ang 7.00 to C. A. Re ERT 
bill distributor, Williamsburg, 


AX kinds of adv. matter an $1.50 
M. 8. W. D. AGENCY, bene 


C'Bouth Dae distributed in Minnesota and 
/ South Daxota. $3 per 1,000. C. A. "YOUNG, 


DVERTISING matter distributed. Circulars 
éo mailed. — addresses. ALLISON ADV. 
” 
en wae Se of inviting announcements of 
F Ra mtabeeses of local bill posters and distrib; 
uters, two snes tts’ \-y or less will be inserted 
three times un for one dollar, 
or three months fi for five dollaxs. Cash with the 
order. More space 75 cents a 
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A JOURNAL FOR ADVERTISERS 

PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 


Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


ADVERTISEMENTS must be handed in one week 
in advance. 75 cents aline ; $150 a page. 


JOHN IRVING ROMER, EDITOR. 





NEW YORK, JANUARY 4, 1803. 





PRINTING was introduced into New 
York in 1693 by William Bradford. 
Arrangements are now being perfected 
for the bi-centennial celebration of this 
event. It will occur at Delmonico’s 
April 10, 1893. 





Dr. Tutt having sold out to a joint 
stock company, new vigor will be put 
into the business. Mr. Brent Good, of 
Carter's Little Liver Pills, speaking of 
Tutt’s, Beecham’s and other pills, 
said: ‘*I don’t look upon them as 
rivals. Since I went into the business 
in 1846 I have seen many new pills 
come into the market, but just as many 
of the old ones sold. ‘The new ones 
find a field of their own. If I were to 
put a new sarsaparilla on the market 
and boom it, it wouldn’t hurt Hood a 
particle. His would sell just as well 
as before.” Coming from such a 
source this is a most suggestive com- 
mentary upon the effect of newspaper 
advertising. 


SOME agencies make a mistake by 
persuading their customers to over-do 
advertising. One instance was lately 
seen in that of a firm manufacturing 
windmills. These articles are used 
mostly by agriculturists, but the agency 
handling the business used large adver- 
tisements in such mediums as Puch, 
Fudge and the Century magazine. 
The assertion that the firm now does 
not believe in advertising will be cred- 
ited by persons who take the view that a 
very different class of mediums should 
have been used in this case. The 
temptation that an agency is under to 
induce an advertiser to make as large 
an appropriation as possible is great, 
but to yield is not the wisest nor the 
most far-sighted policy. The adver- 
tiser is disgusted with all advertising, 
whereas if his own best interests had 
been catered to he might have contin- 
ued a moderate but steady advertiser. 
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THE annual catalogue issued by the 
A. N. Kellogg Newspaper Company 
is unusually handsome this year. 
Eighty pages are devoted to reproduc- 
tions in colors of various advertised 
articles. They give an excellent idea 
of the forms in which the different pro. 
prietary goods are put upon the mar- 
ket. Mr. W. W. Hallock, of the 
Tribune Building, New York, is the 
person to whom applications for this 
instructive work should be sent. 





The following is clipped froma Lon- 
don paper. We give it for what it is 
worth: 

Competition in all kinds of business is be- 
coming keener every day. An undertaker in 
Wandsworth has issued a circular announcing 
that the “ winter funeral season having now 
commenced,’’ and having secured a large 
stock of all the necessaries of his trade at 
greatly reduced prices, he is prepared to offer 
his services at a considerable reduction on the 
usual terms, or, if the parties prefer it, the 
interment can be conducted on the hire sys- 
tem. As an additional inducement, and in 
geet of the popularity of his establishment, 

e adds in a foot note: ‘** Those who once 
use my system never go anywhere eise.”’ 

Some peculiar ads of undertakers 
seen in this country render this credible. 

a 


THERE was a time when the medi-- 
cine manufacturer put up medicine that 
tasted most unpleasantly. He said 
that the public fancied there was no 
virtue in medicine that did not taste 
nasty. That time has gone by. Bit- 
ters and tonics have had their day, and 
the current of popular favor has set in 
the direction of palatable medicines. 
Hunt’s Remedy, a fairly well known 
medicine, languished along for years, 
although well advertised. It was so 
extremely disagreeable to take that no 
amount of pushing made it go, and its 
proprietors, realizing this, tried to 
make it a little less nauseating. Scott 
& Bowne have asserted most emphat- 
ically in their advertisements that their 
emulsion is pleasant to take, and their 
success is largely attributable to this 
fact. Then the Bolton Drug Company 
and other druggists say that the sale of 
California Fig Syrup is something un- 
precedented in their experience of pro- 
prietary medicines. ‘They state that 
the reasons for this are, primarily the 
good advertising done, and secondarily, 
the fact that the medicine is palatable 
and agreeable. The public has really 
conceived the notion that chemistry 
can give them pleasant medicines, and 
will purchase such in preference to any 
other. 
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THE PAPERS THAT SELL. 


What newspapers sell on railway 
trains and at important centers at a 
distance from pointsof issue? This is 
a question in the answer to which will 
possess interest toadvertisers. PRINT- 
ERS’ [INK would be glad to receive for 
publication the observations of trav- 
elers. From many such it will be 
possible to obtain a concensus of 
opinion as to which are recognized as 
leading periodicals in every section and 
which have an established sale at points 
most distant from the place of issue. 
‘The memoranda made on a recent trip 
from New York to Washington by 
night train, a stay of a day at the 
Capital and return by the morning 
limited express, exhibits the sort of 
observation we desire. The informa- 
tion here gleaned is meagre, but a 
thousand such reports from 500 
different points woul enable a com- 
piler to exhibit facts of great interest 
as going to prove which are the papers 
most sought after by the public who 
travel. They will mainly be the papers 
having the most widespread reputa- 
tions, but some hustlers will be found 
to have secured a place that no one 
would believe they had so quickly 
acquired, while many an old and 
respectable journal will be conspicuous 
by its absence. 

Reaching Washington by an early morning 
train I found the /’est, the only morning paper 
offered for sale. A little later the boys ap- 
peared to have a supply of the Sux and 
American from Baltimore. About ro A, M. 
the cry,*‘ New York Papers” was heard at 
points where people congregate, sometimes 
varied for ‘‘New York and Philadelphia 
Papers.” I asked a boy what he had, and 
told him to give me one of each. He handed 
out the Philadelphia Ledger, Press, Times, 
North American and Z/ngutrer, then the 
New York Sun, World, Herald, Times, Tri- 
bune and Recorder. At the news-stands in 
the Riggs House I saw the Hera/d and 
Transcrift, of Boston, also a copy of the 
Springfield Republican. There were copies 
a the Enguirer and Commercial Gazette, 
of Cincinnati, and one copy of the Indian- 
apolis Journal. Inthe afternoon the Wash- 
in ston Stay seemed to be everywhere, to the 
exclusion of any other reading matter. 

On the train between Washington and 
Baltimore the nevsboy announced tn a loud 
tone, *“* Puck, Jude: and Life, Town To, ics, 
Texas Siftinys and Frank Leslie's Wee ly.’ 

—_——— oe" 


THE Portland Oregonian, although 
over 3,000 miles away, is able to pre- 
sent in the New Year’s number of 
PRINTERS’ INK a statement of the job- 
bing trade of Portland for the full year 
of 1892, being a total of $125,000,000, 
and the heaviest of any city of the same 
size in the world, 


Advertising Novelties. 


Manufacturers and users of advertising novel- 
ties are invited to send specimens for review 
under this head. 


From the Washington Star :- A neat 
leather card-case and wallet, bearing the pa- 
per’s imprint in silver, ‘he same ane t 
sending out, as an advertisement, a spring 
match-box of a shape suited to be carried in 
the pocket. 


From H. P. Hubbard, Times Build- 
ing, New York: A growing palm in flower pot 
sent as a present to advertisers the day before 
5 an A punning letter was palmed off 
with it 


From the New York Recorder: A 
baby’s sock pasted on a card. A wish for a 
Merry Chrisimas accompanied it and the sug- 
gestion: “If you advertise in 1893 no stock- 
ing will be big enough ext Christmas.” 


From the Fidelity Mutual Aid As- 
sociation, San Francisco, Cal.: A circular with 
an indelible pencil. The novelty is sent to 
agents with the greeting: ‘* Enclosed here- 
with we hand you the weapon of our warfare.” 

From Vick’s Magazine, Times 
Building, New York: A wooden stake. a foot 
long, bearing printed advertising matter. One 
of the mottoesis: ‘A pointed suggestion. 
Act at once.” This goes through the mails 
for a cent. 


WHAT DO YOU PAY? 





The Boston registrars of voters recently 
called for bids for publishing their notices, 
The different papers put in their bids, naming 
the rate per line that they were willing to do 
it for, The 7raveller sccured the contract, 
Here are the figures : 





eee ere 15 cents. 
ee _ 
Advertiser... o> 
Journal...... ie 
eee s+? 
WR iknesc0sguetheecpedeete $ > 
Weis viitca tetedagvens es 





AS A BUSINESS EDUCATOR. 


Tue Ne son Business CoLiecer, t 
Cincinnati, O., Dec. 24, 1892. 
Publishers Printers’ INK: 

Please find enclosed a postal note for one 
year’s subscription, 

As a business educator, with its weekly 
lessons, I know of no publication to compare 
with Printers’ INK, 

RicHarp Ne tson, Pres. 





DOG LOST. 


Ampere Five & Inpex Co., i 
New York, Dec. 21, 1892. 
Editor of Printers’ Ink: 

I enclose you an advertisement clipped from 
to-day’s Herald, which is, I think, for the pur- 
pose intended—a “‘ daisy.”’ 

Yours, W. C, Carr. 
OST —Near 34th St. and 8th Ave.,a little 
dog of the Scotch terrier breed; long, 
curly hair and four yellow feet ; answers tothe 
name of Rags; I will give $5 to get her back, 
and that is $4 more than she is worth, but my 
little daughter thinks otherwise. 
Wa. C, Town, 328 West 56th St, 
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THE GRIEVANCES OF THE ADVERTISING SOLICITOR. 
By ‘* Speedland.”’ 


HE trio at the table in the 
cafe consisted of the worker 
who represented the Chicago 
Expositor, the pessimist who 
represented the Saw Dust 

Record, and the optimist who repre- 
sented nothing and was well satisfied. 
Everything had been discussed, from 
Pulitzer’s latest idiosyncrasy to the ab- 
breviated skirts in the ‘‘ Black Crook.” 
The Expositor started in, after a 


pause: ‘‘ I’ve got a thirst that grows 
like a circulation affidavit. Waiter, 
give us three renewals. 


‘*T don’t know any business but 
ours,” he resumed, ‘‘ that has so many 


men in its ranks who are broke. I 
was braced for a loan by nine fellows 
to-day.” 

““ You ought not to kick personally,” 
remarked the optimist. 

“* That’s all very well; but if you 
saw some of the letters my publishers 
write me, you would change your opin- 
ion. They expect me to work won- 
ders. Now, I’m no ‘ World want,’ so 


I can’t do it ; still, if I miss any busi- 
ness that’s given out, I’m n. g., and 
they talk of putting another man in my 
place.” 

he perfesh is getting overcrowd- 
ed,” the Saw Dust Record canvasser 
put in, 


** The advertiser is now so 































besieged with solicitors that he has no 
time to attend to his business. Most 
of them dread to see canvassers, and in 
fact take all possible pains to avoid 
them. I went in to see Smith, up- 
town, yesterday. After cooling my 
heels for two hours in his ante-room, 
his clerk told me he had gone West 
and wouldn't be back for two months. 
I passed Smith five minutes later on 
the street!” 

** You ought to have grabbed him 


round the neck and not let go till you 
got your contract. <A regular Yale 


tackle,” said the unemployed one. 
‘** What drivel you talk,” replied the 
Reccrd man, testily. 

‘* No wonder, he 
reads your paper,” 
the Expositor put 
in; ‘‘ but let’s take 
the excellent advice 
of Mr. Scribner: 
“When in doubt 
take a drink!’ But 
you must put up 
with trials. I’ve 
been making six 
thousand a year 
for ten years, 
and haven't 
saved a cent. 
I don’t attend 
‘Blackbird’ 
trips, or go to 
‘Emulsion’ 
dinners either.” 

‘Hill used 
to be a good 
friend of mine 
once,” said the Record man, ‘bet I 
stuck him for an ad in my paper some 
time ago, and I haven’t dared see 
him since. That makes twenty-seven 
offices in New York I can’t enter.” 

‘* Your business manager should 
rub some Sapolio on his circulation 
statements. How much do you 
claim ?” 

‘* Three hundred thousand copies per 
issue.” 

‘* And how many do you print ?” 

“* Four hundred thousand.” 

** My dear boy, with your menda- 
cious gall you ought to fill your paper 
with ads. Why, when T listen to you 
I feel that Ananias didn't deserve the 
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press notices he got. Anyway, there’s 
one on you!” 

** T will tell you why so many advertis- 
ers complain that advertising does not 
pay. Thereason is that so many of these 
self-styled experts tell advertisers that 
they can accomplish miracles. ‘The ex- 
pert comes to the business man and says: 
* You want to be rich—you desire fame. 
You should reach that pinnacle of am- 
bition where Napoleon, Shakespeare 
and Newton are. I can put you there. 
Behold in me the lever. ‘The age of 
miracles has passed, say you. Well, 
history repeats itself, and the age of 
miracles has come round again. How 
much money will it take? My dear 
sir, | pity your ignorance; I actually 
pity it. It’s me, not the money, but it 
will take all you’ve got. Leave it to 
me and you will have to employ an 
army of men to scoop in the shekels 
that swarmin, J write ads. I charge 
more for doing it than anybody else.’ 
But Heavens, how cheap at any price! 
Again he publishes :‘ I write better ads 
than anybody else. If you don’t be- 
lieve me you'll go to the poorhouse.’” 

‘*Then the awe-stricken merchant 
makes out a check and humbly lays it 
at the feet of this ad-vriter as a tribute 
to his genius. ‘Meanwhile the poor- 
house is rapidly filling with his victims.” 

‘*Yes,” interposed the L£xfosifor, 
‘** between these men and such papers 
as yours, the way of the advertiser is 
hard.” 

‘*Well, boys,” said the optimist, 
‘“let’s go. I’m going to get a list of 
papers some day, and then I'll wear a 
sapphire pin surrounded with dia- 
monds.” 

‘** You'll more likely wear an aching 
void surrounded by a vest if you io,” 
said the pessimist. ‘* Take my advice. 
It’s more satisfactory to be idle and 
make nothing than to work hard and 
make nothing.” 


o> 
AS SEEN AT THE NEW YORK “L” 
STANDS. 


The number of each periodical displayed on 
the news-stands of the New York Elevated 
Railroad furnishes some criterion as to sales, 
andthe stands, taken separately, show some- 
what which are best for certain publications. 

On the Third Avenue Elevated circuit, 
from the City Hall station to Forty-second 
strect and back, inventories were taken at the 
news-stands of each station, and while some 
publications were on every stand, others 
seemed to be there only by chance. . 

Forty-two different monthly publications 
were seen altogether, and it taxed the inge- 
nuity of the boys to give them all a show. 
Scribner's Magazine \ed in point of quantity, 
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there being 110 distributed along these sta- 
tions, every stand having some. //arfger's 
came next with 93 copies, while the Century 
footed up 44, three of the stands not having 
auy, but the December issue had not come out 
yet, thus accounting for the absence, 

‘Lhe magazines that were on every stand, 
besides Scribner's and Harper’ s,were Godey’s, 
Short Stories, Foodand Current Literature, 
Following up very closely were Drake's 
Magazine, Architectural Record, Munsey’s 
Magazine, Home Maker, Demorest’s Maga- 
sine, rank Leslie’s Monthly, Fashions, 
Puck's Library, Californian and Outing, 
these magazines being absent from only one 
stand on this circuit, 

The periodicals that came next were the 
Engineering Magazine, North American 
Review, College Fraternity, Komance, 
Life's Calendar, Macy’s Monthly, Suburds, 
Young Ladies’ Yournal, Art in Advertis- 
ing, Ladies’ Home Fourna/ and St. Nicholas 
Each of these were missing from two stands. 

Those missing from three to five stands are 
given in the order named, and the boys in at- 
tendance said it was not so much because 
they had sold out, as from the reason that 
they were not sent up tothem: The Century 
Magazine, the Forum, Judge's Library, 
Housewife, Mother's Nursery Guide, Our 
Animal Friends and Humanitarian, 

Poor showing was made by the A /lantic 
Monthly, three copies being seen, and only on 
one stand. The Review of Reviews was on 
two stands, while Lippincott’s Magazine was 
on the bridge stand 7. The Brooklyn 
Magazine was represented by three copies on 
one stand, while the Art /nterchange was on 
four stands with six copies. 

Thirty-two different weeklies were to be 
found, some of which, the boys said, sold well 
and others indifferently. 

‘The only weekly found at all the stands was 
the A/etropolis. 

Truth, Sport, Music and Drama,Harper’s 
Pazar, the Musical Courier, Rider and 
Driver, Frank Leslie’s Weekly, Broadway 
and the 7wentiet: Century were missing 
from only one stand. 

Judge could not be had at Forty-second 
street, or Fourteenth, and the New York 
Dramatic News, Texas Siftings, the Jilus- 
trated News, Harlem Life and the Stock- 
holder were on all the stands but three. 

Puck could not be found at four stands, and 
the same held good of the ///ustrated A mer- 
ican, Harper's Weekly, the Family Story 

Paper, the Home Yournal and Keal Estaie 
Record and Guide. 

Next in order came Zown Topics, Life, 
Harper's Young People and the Ledger, with 
six and seven stands not containing them. 

Hallo was absent from eight stands, while 
only one copy of each of the following was to 
be.found: Brooklyn Life, Clark's Horse 
Review, New York Weekly and Christian 
Herald. 

The supply of these periodicals is regulated 
by the demand, and experience enables the 
Manhattan News Company to anticipate 
probable sales with surprising accuracy. 
course there are times when they fail. For 
instance, on the occasions when 7rwfh ap- 
peared with pictures which made Comstock 
uneasy the supply was exhausted in an in- 
credibly short time, but these occasions are 
rare. 
>- 

Pure Fiction—What kind of fiction 
does Fleecy write?” 

“Principally notes for 
Judge. 








three months,"— 
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THE ADVERTISING OF PREPARED FOODS. 











By John Z. Rogers. 


URING the past few years, 

when so many new articles 

have been placed upon the 

market, foods and food pro- 
ducts have been and are being well 
represented. Among the pioneers, 
what are commonly called ‘* Baby 
Foods” acquired and held first place. 
They were very liberaliy advertised, 
and on this account, as well as their 
merits, met with ready and large sales. 
They are remarkable for their nutritive 
qualities, and babies who are unable to 
keep even diluted milk on their stom- 
achs thrive and grow robust and healthy 
on the patent foods. 

The prepared foods have proven a 
boon not only to the mothers and 
housewives but to publishers and ad- 
vertising agents as well. Mellin’s 
Food is a leading baby food, and it has 
been welladvertised. Newspapers and 
magazines have been the favorite me- 
diums, and a picture of a ‘‘ Mellin’s 
Food Baby” the favorite form of ad- 
vertisement. The Dolibar-Goodale 
Co., Central Wharf, Boston, are pro- 
prietors of Mellin’s Food, and their 
advertising is placed by N. W. Ayer 
& Son, of Philadelphia. 

Among the prepared foods that are 
classed as foods proper are H-O, 
Quaker Oats, Kopf’s Pea Soup, None- 
such Mincemeat, and many others. 
The first two mentioned are not much 
different from the cereals they are in- 
tended to svoplant, from the house- 
wife’s standpoint. They are supposed 
to be in better condition, but there is 
doubt in many minds whether they are 
any better than the old-fashioned 
articles as they came from the mill. 
All these articles have been and are 
being well advertised in about all pos- 
sible ways, among which are news- 





papers, magazines, street and L cars, 
and by sample and out-door advertis- 
ing. They were all represented at the 
late lamented Food Show in Madison 
Square Garden. ‘The proprietors of 
Kopf's Pea Soup mourn the loss of 
over $3,000 which they spent at this 
exhibition. 

The soup and mincemeat differ from 

the patent cereals on account of their 
being prepared and ready for use, thus 
saving the housewife or cook much 
time and trouble. Merrell & Soule, 
Syracuse, prepare and sell Nonesuch 
Mincemeat. It comes in a small ob- 
long cake of a pasty consistency, 
enclosed in a pasteboard box. Form- 
erly the housekeeper, in order to make 
mince pies, was obliged to buy apples 
and meat and, after the latter had been 
cooked, mix together and chop person- 
ally or by proxy till the ingredients 
were fine enough. The writer well 
emembers the hours he regretfully 
passed, when a boy, chopping mince- 
meat in his mother’s kitchen just before 
Thanksgiving time. Nonesuch Mince- 
meat simply has to be softened and a 
little citron and a few raisins added to 
what are already in the preparation if 
one wishes, and it is ready for the 
pastry. Itsells for fifteen cents, and 
one package contains enough for four 
pies. It is advertised in newspapers 
and magazines, although not as liberally 
as one might think. The proprietors 
probably rely considerably on the 
grocers to push the article. 

Kopf’s Pea Soup is owned and put 
on the market by the C. W. Kopf 
Co. The New York office is at Hud- 
son and Duane streets, and there are 
branches in the big cities of both con- 
tinents. The soup is compressed and 
is sold in small packages for ten cents, 
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each package making enough soup for 
four people. It was discovered, or 
rather invented, by Mr. Kopf during 
the Franco-Prussian war in 1870, and 
made and sold for soldiers’ use. Then 
it was put up in sausage form enclosed 
in a skin, and is now imported into 
this country to some extent in that 
form. It has been largely advertised 
and consequently has met with large 
sales. The Elmira Reformatory, Buf- 
falo State Hospital, and other institu- 
tions are supplied with the soup, and 
mess officers of the standing army send 
in many orders, It is sold in packages 
and bulk. Mr, J. Gans, the New York 
manager, states that his two biggest 
orders were for five tons and for six 
thousand packages respectively. The 
firm spends $40,000 annually in adver- 
tising, which is divided among news- 
papers, magazines, street and L cars, 
souvenirs, and sampling. Brooklyn is 
now being sampled. Mr. Gans con- 
siders newspapers, cars, and samples 
the best mediums for food articles, and 
the three have to go together in order 
to be effective. He also attributes a 
large portion of success to the fact that 
the packages are sold in small cases, on 
the grounds that it is much easier to 
sell a grocer a $2 case of a new article 
than a larger order. The firm is now 
making bean as well as pea soup. 

There are many similar articles on 
the market. One good idea is pop 
corn all shelled and ready to pop. It 
comes in neat pasteboard boxes and 
sells at an advance of only two cents a 
pound over corn that is on the cob. 

These innovations in foods are 
hailed with delight by many busy house- 
wives, especially those who buy in 
small quantities, and who live in flats 
and are cramped cab room. 


( -ONGRESSIONAL WRITERS. 





Tom Reed's pen nets him from $2,000 
to $3,000 every year outside his sal- 
ary as a Congressman, He commands 
his own price and his market is always 
waiting for him. He is indolent by 
nature and indulges in literary COMPO- | gu — 


sition only when the mood is on him. | 
His moods generally depend on whether | 


he has in hand an order from one of 
the big magazines. He has never 
reached the stage where he is willing to 
sit down and write a thing in cold 
blood on the chance of getting a pub- 
lisher for it. He understands very 


well, it is true, that he would have no} 
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difficulty on that score ; but when his 
friends remonstrate with him for not 
attempting something really serious 
and permanent, he responds good- 
humoredly that he is not a literary fel- 
low by profession, and that he hasn't 
time. He is very much of a “‘ literary 
fellow” in practice, even though he 
may not be one by profession, and 
with his peculiar talents and methods, 
the time is largely a thing of his own 
making. This is shown in his habit of 
composition, 

If ft were not for the fruit of his 
magazine articles Reed would enjoy 
very few of the superfluities of life. 
He has no other income outside his pay 
as a Representative, and that all goes 
toward his daily subsistence. Before 
he became Speaker he never indulged 
in the luxury of a private secretary 
or a stenographer. He used to toil 
laboriously over his enormous cor- 
respondence, burning the midnight oil 
in a cheap boarding-house and cursing 
the fate that tied him down to such 
drudgery, making merry at the same 
time with his friends over the humerous 
phases of it. While he was Speaker 
the Government furnished him a secre- 
tary and a stenographer, and he fairly 
reveled in them. Now he is back again 
in the old lines, but he is able, from 
the income of his magazine work, to 
call into service an amanuensis when 
hard pressed, Still, he does most of 
his writing with his own hand. Every 
second or third letter he writes is likely 
to be a literary gem. 

Reed probably earns more with his 
pen than any other member of Con- 
gress. Ina purely literary sense Henry 
Cabot Lodge outranks him.—Vew 
York Recorder. 
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The Delta. 


THE BEST PAPER IN NEW ORLEANS. 
OR NO PAY. Book tree 
PATENT ®: SCE TT TZOLRALD, 
Washington, D 
FOLDING OxES 
APER ES 


FOR ALL PURPOSES, 
*pniCES EAGLE MFG C2 New HAVEN.CONN. 


















.00—Visiting Cards. We will engrave a 
21.00 plate and print 50 visiting cards ay “9 
Samples. — ——~—e gueste 

book, Scare Ba: 


we Pill copy of o 
quette.” BELLM BROS. * Toledo, oO. 


THe WHOLE FAMILY 


Seen it? Sample, rates and information from 
RUSSELL PUB. CO., 196 Summer St., Boston. 


LOUISVILLE iE ofticiaris| § 
clubs an “3° ira blic reso oom 5, fNo. te W. 


Main St., and. pub © Ky. 


Kate Fieli’s 
Washington, 


DON’: 

4 
Order any kind of cuts for printing until you 
have heard from us, It will pay you to write us. 


CHICAGO PHOTO ENG. CO. 


TEACHERS mail 
We reach them 


mers. Mak 
Norma! Instructor. —* “Proven 


Trial adv. 10c. aline. DANSVILLE, N. Y. 
Bargains in Advertising. 


Why not! For close rates ad rome service 
see the ADVERTISER’ 8 GUIDE, ailed free and 
one year upon receipt of 12 cents to pay pos' 

d stamp for sample copy. 
STANLEY ".. ¥, New Market, N. J. 


For holding Papers, Letter 
Files, Anything. Clean, 
Light, Strong, Portable, 
Cheap. In use all over U.S. 
Send for catalog and testi- 
monials. POPE RACK CO., 
St. Louis Mo. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, = - = = 15,500. 
Advertisers find IT PAYS! 


HERGLD DES CLAUBENS 


Catholic Gorman Weenty publishes 4, St. i 
since 1850, es best value to adve 
lowest an no “cutting.” If you a, advertise ‘in 
rs, or if you intend to (all wi 
awake advertisers do), do not omit the EROLD 
DES S GLAUBENS and take no substitu 








Is read by intelligent people 
who pay their bills. Are these 
the people you want to reach 
when you nel ag ! 
Washington, D. ¢ 

















are paid regularly, | § Spend 


cetane pe 7m 

















( 

§ ‘ablished 1855 

§ Largest Suing Circulation in California. 
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How to Make 
RUBBER STAMPS. 
Use Latest Improved Process 
and a New York Vulcanizer. Cir- 
culars free. BARTON MFG.CO., 

338 Broadway, New York. 

















THE HOME GIRCLE, ' 


T. LOUIS, MO. 
75,000 Copies Each Month. 
, An exceedingly desirable medium for ¢ 

GENERAL ADVERTISERS. « 
» THE HOME CIRCLE Pus. Co., St. Louis, Mo. =) 


hase 


~ 


ee 








Advertising in England, 
European Continent, Etc. 


SELL’S 


ADVERTISING AGENCY, L’t’d. 


Capital _— Henr. Seli, Manager, ed 
and founder of ‘ ‘Sell’s World’s PSS. 


Full Sm gen regarding British or nen 
Advertising, sample pers, rates, etc., at the 
London Office, 167-168 Fleet street, or at 

New York Office, 21 Park Row, Ground Floor. 





P MATHEWS X PAGE 


FORTUNE BUNDLE RO” 
1103 MAIN $S'——KANSAS CITY, MO 


=~ SEEDSMEN- 


Turf, Farm and Home, 
AUBURN, [IAINE, 
Is a good medium for your purpose. 


AUBURN GAZETTE CO., Publishers. 
A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, 


ROBERT & LINN LUCE, 
68 Devonshire St., Boston, Mass. 


2/FOR WHOM Supply houses, 


that want ear- 











liest news of construction; 
Business houses, that want addresses of 
probable customers; 
One hundred class and trade papers; 
Public men, corporations, professional 


men, who want to get news, see what is said 
of them, or gauge public opinion. 
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SUCCESS cere eee, Reh aline: 


SEEDSMEN 2022tar, 


THE NEW YORK LEDGER oan oe See ae 


an eminently satisfactory me- ", Advertising Agency, 

dium for their advertising. It! [Dodd $258 wanngenbven BOSEON, aa 
was used largely last year, and me 
those using it have largely in- Send for Estimate. i 
creased their Space to be used RELIABLE DEALING CAREFUL SERVICE. dy, 
this season. 7” LOW ESTIMATES. «9 


Was the term applied many years ago to Zanesville, Ohio, 
Lowell of the Wes which has since developed the brick and tile indust THE 
NEWS is the only Sunday paper. Put it on your list lor 1893 























































A" N EXCELLENT Rue »—President Yancey, of HarpiIn Lapres’ COLLEGE and Con- 
VATORY, MEXICO, i Ww en asked the cause of aie t success, said : “I have made 
this the rule of my life: hen business is most p us, rush your advertisi 


dent Yancey selects his Feo ulty from the best material in y and America an ” through 
the best mediums, publishes to the world his rare advantages. ence the College and Conser- 
vatory are always filled to overflowing, with the best class of students. 


Che Evening Wiscansin. 


HE MILWAUKEE EVENING WISCONSIN is compelled to use two Perfecting Presses to print 
its daily c ey one press being sufficient to ey the circulation of every other Milwaukee 
Ss ally Rapes and itis all they have. CHAS. H. Eastern Agent, 10 Spruce St., New York. 

. AIKENS & CRAMER, Milwaukee, Wis. 


WE do not CLAIM TO BEAT THE WORLD, but we do claim to be WAY AHEAD 


of many in the race. We claim that our 
bo. 4 to subscribers who pay for what 
they get is worth more to advertisers than 
1. ‘O00. 5.000 arown into the kitchen hd 
























It Gets There 


Wayside 





ic. 
AD THE FOLLOWING 
ay Conrn., Nov lith, ‘s02. 
THE WAYSIDE Pus. Co., Clintonville, Conn. 








Gle Gentlemen:—We have spent a great many 
an ngs. thousands of dollars in advertising THE 
AMERICAN QUEEN. and take pleasure in 

50000 Der m saying thot the resnits from THE WAYSIDE 
ont GLEANINGS have been, we believe, larger in 

NoP proportion to cost than | any other publica- 





tion we have need. rs tru 
THE AMERICAN - ou UREN. ‘PUB. co. 
Rates 40c. ner Agate line; . Fs os dis 
c — to all who refer to this “ 
will 1 pay you to use THE w AYaEDe 
cL EANINGS Clintenville. Conn 











We now have READY TO DELIVER 


A New Model Fast Web Perfecting Press 


CAPABLE OF PRINTING, PASTING AND FOLDING 


16-PAGED PAPERS HAVING HALF-TONE AND OTHER CUTS. 
MAY BE RUN BY A MAN AND A BOY. 
Contains latest Ideas and our OF F-SET PREVENTING DEVICE and is 
THOROUGHLY WELL BUILT. 
A similar press is now in use on the Ohio Farmer, of Cleveland, Ohio. 
CAMPBELL PRINTING PRESS AND MFG. CO., 
160 WILLIAM ST., NEW YORK. 
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ie HARRISON & SON’S | 
ADVERTISING OFFICES, 


INK. 











22 Paternoster Row, London, England, 


Undertake contracts for advertising American firms in all European 
publications. 

References given to leading American advertisers. 

Advertisements written, designed and placed on best terms. 

Agencies arranged in London, Paris or Berlin. 


CORRESPONDENCE SE INVITED. 







LOSSES 





USE SCRIBNERS 


SESE SS 
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A chiel’s amang ye takin’ notes, 
And, faith, he'll prent it.—BuRNs. 
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Yes, we'll print your notes in the 
highest style of the typographic art. 
The next time you want a job done 
in novel style send it to us. 


PRINTERS’ INK PRESS, 


WM. JOHNSTON, Manager, 
8 Spruce Street, - - New York. 
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The way to reach 
the people of California 
is by advertising in the 
SAN FRANCISCO 


Evening Bulletin 


Cireutation, 21,904 Daily; 
5 Weeki ly. 
With me gon daeron of its 
readers, for the past 37 
years, clean re- 
liable dan news- 


Paper 


2 THE 6 
? ESTABLISHED 1853. / 
ACTUAL CIRCULATION, 

y) Daily, 58,487. 
. Sunday, 63,207. 
Weekly, 23,835. 7 
IS THE OLDEST AND BESTDAILY + 
} 















NEWSPAPER IN CALIFORNIA 







—AND— 






: OF THE PACIFIC COAST, 
It goes into the homes of the peo- }: Further F. K. MISCH, 

‘/ ple—and for 38 yearshas possessed +/ | information EASTERN MANAGER, 
-_ their confidence. Advertising in from. 90 POTTER BUILDING, N. Y 
/ such anewspaper must pay.—Itdoes 7% ’ 

—try it. L 
5) F.K. MISCH, EASTERN MANAGER, (§ | 
/ 90 POTTER BUILDING, N, Y. 











THE LEADING PAPER IN WESTERN ONTARIO. 


The Wondon HMdvertiser 


JOHN CAMERON, PRESIDENT AND MANAGER. 





Our Circulations |} Morning = Our Field the 
are = Evening = Best 
The Largest. —} 2 2 Weekly | in Canada. 


























Facilities for the execution of the largest orders in 


Book, Job 2 Newspaper Printing 





Advertisers can cover Ontario through our columns. 


“ervinonrc seven oncpptcaton. © Advertiser Printing Co., 


LONDON, CANADA. 
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TO INCREASE*— 


YOUR 


a CIRCULATION 


Improve the Quality of Your PRESSWORK by Using 


GOOD = ROLLERS. 
THE “STAR” 


Rollers and Composition are the BEST! 








BINGHAI1 BROTHERS COMPANY, Manuf’s, 
Established 1849, 49-51 Rose St., N. Y. 


THE MAYFLOWER 


A ladies’ magazine ! 
A paying medium, therefore 


A good thing! 





An enormous circulation ! 
HAS An increasing subscription list ! 
aaa ( Space for sale! 
Business ! 
WANTS Desirable business ! 
ONLY desirable business ! 








For rates address 


JOS. J. DE LONG, Manager, 


Room 89, Tribune Building, New York, 
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A FEW THINGS 
No Publisher or Printer 


CAN GET ALONG WITHOUT. 





La Copy of our Catalogue, containing proofs of 

000 oquexe inches of our stock cuts, suita- 

ble tee illustrations in al) kinds of publications, 
tion and novels, newspapers of every descrip- 
ion and all sorts of = Hw a A my OR 


Speck men 
saree collection ever soomiblished 

3—Samples of a variety of our Christmas Edi- 
tions Sara and German), eminently suited as 
complimentary gifts to merchants’ customers 
and newspaper subscribers. 

4—Our Christmas Advertising Cuts cannot fail 
to attract advertisers. 

Lar Calendars, all complete, plain ane i “4 

styles, executed in several tints. 

Pensable to Tublishers especially 

6—Samples of lead pencie vith otvortining 
matter printed on them. Best advertising m: 
dium. ick seller. 

7—Sample of our “One-Side Ilustrated.” A 
safe ‘and | rofitable means of Poutiay. a high- 


class illu rated paper at si sy 
“Carrier’s Ho Pliday Gree A hand- 
somely illustrated little Melee ler’s com- 
pliments to his patrons. 
9—Proof book pot our Calendar Electro pes. 


aad than one hundred different sizes and pat- 


ear of the above, exceeding a cost to us of 
tt .00, will be sent to fat address upon receipt of 
00; or, propery 6 king, ro of charge. as 


remittance is on first order. 

Do not fail Am oa at once and examine the 
set! La its placed within easy reach of 
every publisher + -¥ printer ! 


aie and Printers’ Supply Co., 
325 Dearborn St., Chicago, Ill. 





Wives 


Appreciate the charming publication 
entitled Wives and Daughters. 


Daughters 


Are influenced by its brilliant edi- 
torials and choice departmental se- 
lections. 


Parents 


Encourage their families to subscribe 
for this Queen of Ladies’ monthlies. 


Advertisers 


Find Wives and Daughters large- 
ly circulated in Canada and the Uni- 
ted States. 


Editors 


Mrs. John Cameronand Miss Ethel- 
wyn Wetherald and other spicy 
writers. Sample copies and adver- 
tising rates sent on application to 


WIVES AND DAUGHTERS, 
LONDON, CANADA. 








here is no competition 





that covers the territory in which circulates 








The Missouri Valley Farmer 





Kansas, W. % Missouri, W. % lowa, Nebraska, 
and Oklahoma are its legitimate territory. 


A Pure Family and Farm News Paper. 





No politics, but a paper near to the home, and 
circulated on its own worth and not by prize 
schemes. For advertising estimates, address 


THE MISSOURI VALLEY FARMER, 


Atchison, Kansas. 
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Toledo Blad 


Daily Circulation, 15,000 
Weekly Circulation, 110,000 








OTICE.—We shall advance the advertis- 
ing rates of our Daily Edition in a few 
weeks. New rate card will be mailed Febru- 
ary Ist, to take effect February 15th. Adver- 
tisers and agents desiring space in the DaiLy 
Babe for yearly contracts should negotiate 
during January. 


or 


The DarLy BLADE has the largest circula- 
tion of any daily paper in Ohio, outside of 
Cincinnati or Cleveland. Its circulation is 
larger than all the other daily papers of 
Toledo combined. 

The WEEKLY BLADE has the largest circu- 
lation of any Weekly-to-a-Daily publication 
in America. It circulates in every State and 
Territory of the Union. For rates in either 
edition, address 


THE BLADE, Toledo, Ohio. 


ToLEeDo, Ohio, January 2, 1893. 
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This One. 


The Canada Farmers’ Sun, pub- 
lished at London, Ontario; 48 columns 
weekly. 


The Best. 


Business men everywhere find the 
Sun to bea very superior advertising 
medium. 


Why So? 


Circulation, 80,000; readers, 150,- 
ooo. The best farmers in Canada its 
supporters. 


Just So. 


The official organ of the Patrons of 
Industry in Ontario and Quebec,— 
100,000 strong. 


Do this. 


Write for sample copy and advertis- 
ing rates to the publishers, 


Sun Publishing Co., 


London, Canada. 





**A Daily Paper 
with a Heart 
and a Head,”’ 





was the expression used by a patron who recently 
renewed his subscription to the 


First Paper Established in Kansas. 


This is why advertisers get results in the 


Atchison Daily Champion 


The paper is held in high esteem by its readers 
and the advertisers have a respectful hearing. 
A Daily Paper with the attributes of a county-seat weekly ! 





We issue special editions for different country towns; have 
special correspondents throughout our territory (the two north- 
ern tiers of Kansas counties), and our circulation in this field is 
thorough. We are in touch with our readers, and success is ours, 
and WILL BE yours if you address your inquiries for advertising 


rates to CHAMPION PUB. CO., Atchison, Kansas. 


ED. R. FELT, Business Manager. 
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A good illustration of the gagvestation in which Printers’ Ink 1s held 


was a subscription from an Ohio corporation, inclosing $10, and order- 


ing copies to be sent in separate wrappers to the president, the secretary, 
the manager, the advertising manager, and the foreman of the printing 
office, This is much better than to keep four men waiting while one reads 
the paper. Prinrer’s Ink isa Journal for Advertisers, published weekly 
at No, ro Spruce St., New York. Subscription price, $2 a year. 


Some Men Pay 
$ 0 for an expert to manage 
l 000 their advertising. 
There are others who pay 
for an annual subscription $2.00 
to PRINTERS’ INK, and learn what all 
the advertisers are thinking about. 


But even these are not the extremes 
reached. There are men who lose over 


by doi 
$100,000 Z ere ie 
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oWeVeVeVeVeVeVe Ve V 5 hail) 
‘ THE BEST OF A ] 


HALF-A-MILLION  j. 


EVERY WEEK. 4 


























- St. Louis, and reaches the 





a homes of the dest people in 





. this city of over 548,000. : : 





> Ifthe BEST is what you want, and this <4 










> locality is considered desirable, put your 


:) 
> ? 
(. adv. in TRUTH. : 


4 
{ 








, Its circulation, already extensive, is growing at an unprecedented * ) 

rate, and is destined to be enormous during ’93. << 

OM ORCS TREES Ae e 
RATES, $1.50 PER INCH. < 

* For discounts on contracts of 6 months or over and on advertisements of over * 
5 inches, sample copies or other information apply to < 

° e ) 
\ TRUTH PUBLISHING COMPANY, 





< 
- 1009 LOCUST STREET, , ; ST. LOUIS, MO., » 


Or 0. L. MOSES, Eastern Representative, 
10 SPRUCE STREET, NEW YORK. y 


SAO AIA ALAM ALAS 
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MONEY ! MONEY 
TALKS. | TALKS. 


m= $5000.°° us 























Memphis Commercial 


THE CIRCULATION 
AND HAS THE 


MONEY TO PROVE IT! 


The Daily Commercial has a larger bona-fide circulation 
than any other Memphis paper, and offers - : - - 


$2500.99 


TO SUBSTANTIATE THIS. 








The Weekly Commercial has a circulation exceeding 40,000. 
This is greater than that of any weekly paper published ‘in the 
States of Tennessee, Arkansas, Mississippi, Alabama, Louisiana 
or Texas. It has a circulation double that of any other weekly 
paper published in Memphis. 


$250099 


is offered if this is not true. 

This offer is made in the face of the statement of another 
Memphis paper, which claims a weekly circulation of 85,000, 
while it actually has less than 20,000. 

The Commercial will substantiate its claims by showing its 
receipts of postage paid, or in any way the advertiser may 
desire. This offer has stood unchallenged at the head of the 
CoMMERCIAL’s editorial columns for the past 60 days. 


IF YOU ARE NOT IN 


The Memphis Commercial 
YOU OUGHT TO BE. 

















SEND FOR CARD OF RATES. 
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One Hundred Dollars 
Reward 


WILI, BE PAID BY THE PUBLISHERS OF THE 


AMERICAN 
NEWSPAPER DIRECTORY 


FOR EVERY INSTANCE DISCOVERED 
IN THEIR ISSUE FOR 1892 WHERE THEY HAVE 
BEEN IMPOSED UPON BY AN UNTRUTHFUL 
CIRCULATION REPORT. 


1500 Pages. Price Five Dollars. 


As the most important portion of the informa- 
tion supplied by a mercantile agency consists of a 
report of the financial strength of the person about 
whom information is asked, so is the czrculation of a 
newspaper generally considered the point upon 
which information will be of most value to the adver- 
tiser. The greatest possible care is taken to make 
the DrrecTory reports correct. Every publisher is 
applied to systematically. All information is taken 
in a form which excludes any but definite state- 
ments; while every effort is made to protect honest 
publishers against such as would resort to disingenu- 
ous reports to gain an unfair advantage. 


——@-- -- 
Address all communications to Publishers of 


AMERICAN NEWSPAPER DIRECTORY, 


10 Spruce Street, New York. 
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Greatest Circulation ! 
Greatest Amount of News! 
Greatest Number of Advertisements ! 














-—@® THE SO— 


~ SPRINGFIELD UNION 


AOU un 


SUL 


SPRINGFIELD, MASS. 
—O0e— 
J. F. STEWART, New York Representative, 
. Room 33 Tribune Building, New York. 


-—©0o— 
ACTUAL DAILY CIRCULATION FOR FIVE MONTHS, 








. .24,768 | Aug 10. ..16,541 | Sep. 16. ..21,531 | Oct. 24...18,616 











July 2 
7 5.087078 II...16,341 17. ..19,703 25...19,125 
6...18,694 12...16,178 19..-.17,319 26. ..16,862 
7...18,161 13. ..16,608 20. ..21,486 27. ..39,770 
6. .. 37,5283 15...16,355 21...20,127 28. ..16,956 
g...17,620 16. ..17,600 22...17,696 29. ..21,484 
II...18,009 a 23. ..17,035 31...3%7,263 
12...18,447 18...20,971 24...17,195 | Nov. 1...16,961 
13...19,274 19. ..16,426 26. ..17,957 2...16,960 
I4...19,508 20...16,578 37... .87,908 §..00 89,700 
15...18,9I11 22...17,679 28...17,915 4...17,070 
16. ..20,197 23. ..21,638 29. ..18,213 5...18,050 
18...15,711 24...21,730 30. ..16,826 7...16,873 
29.5 6 8G,98F R...88,224 | Oct. 2...29,470 8...21,261 
20...15,720 26. ..17.416 3...16,749 9. - -47,303 
21...15,946 27...17,956 4...16,753 10. ..26, 
22...15,197 29. ..17,907 5...16,720 I1...18,160 
23...17,905 30...17,718 6. ..27,903 12...17,937 
as...%0, 788 S5..+<83,000 7...16,884 14...16,806 
26...17,163]| Sept. I...21,110 8. ..29,938 15...17,029 
37... 80,274 2...18,222 I0...17,502 16. ..16,857 
28...16,201 3...18,567 3X... 39,203 17...16,556 
29. ..15,842 5...18,000 12...18,586 18...16,559 
30...17,185 6...18,942 13...18,236 Ig. ..20,936 
Aug. I...16,153 7...18,366 14. ..16,637 21...14,719 
2...16,202 8...21,793 | 15...16,791 22...16,486 
3..-15,987 Q..-20,220 17...16,813 23...16,590 
4...16,171 10. ..18,203 18. ..16,669 25...16,633 
5..-17,641 12. ..20,155 | Ig. ..16,819 26. ..16,732 
6...17,469 13... 16,702 | 20. ..16,642 28...15,748 
8...16,390 14... 18,208 | 21...16,628 29. ..15,832 
g...16,402 15...20,922 22...17,085 30. ..15,687 








Circulation greater than the combined circulation of the 
other Springfield daily papers. 











Bannonnrounenneneninmanpatntedenennnseniniil 
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Carefully Compiled, Classified 


Trade Lists 


UP TO DATE. NO ANTIQUATED NAMES 
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Rapid Addressing Mach. Co 
B14 & 316 Broadway, 
New York 


F. D. BELKNAP, Pres't. City. 














From which we address your Wrappers, Envelopes 

or Postal Cards, at reasonable rates, promptly ; 

or we can furnish any size Wrappers or Envelopes, 

addressed to order, as desired. 
Our new Catalogue, 1893, represents over 3,000,000 names. 
Ready in January. We are the largest and best in the world— 
Folding and Mailing Department for promptness and accuracy 
cannot be equaled. Floor space of 10,000 square feet. 

Freight elevator 555 Pearl St. Post-Office delivery for 
New York City, work every hour. Only firm authorized to 
use R. G. Dun & Co’s Reference Book names. 


F. D. BELKNAP & CO., 
Rapid Addressing Mach. Co., 314-316 Broadway, 


NEW YORK CITY. 
@ @ @ P.S. We have the largest library of Directories in the U. S. 
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ESTABLISHED 1819. 





Better Than Ever in 1893. 


Get Started Right, 


If you are an advertiser begin the New Year right 
by contracting for space in 


The Arkansas Gazette. 


It is the leading paper in Arkansas and has been such for 





seventy-three years. 

It is the paper people read and talk about. 

It has more influence among its home people than all 
other papers combined. Its influence is unbounded. 


It is the only morning paper in Arkansas publishing the 
Associated Press dispatches. 

Its early editions cover the State every morning before 
breakfast. 

It is a welcome visitor in every Democratic home. 

Advertising in such a paper is sure to pay, for it reaches 
the people who read advertisements and have money to spend. 
Try it. There will be nothing to regret. Try it. Returns are 
sure tocome. Try it. It will pay you. Try it. 

For rates apply to any reliable agency or to 


W. M. KAVANAGH, 


Business Manager, 
LITTLE ROCK, ARK, 














PRINTERS’ INK. 

















The Argonaut 


Is the only high-class Political and Literary 
Weekly publ published on the Pacific ( Coast. It 


has a larger circulation than any paper on on the 











Pacific Coast, except three San Francisco 
dailies. But an advertisement is more apt 
to be seen and read in a weekly t than in a 











daily. A weekly is read carefully ; a d: ally i is 
glanced at, and tossed aside. The Ar- 
gonaut is a good paper *r for first-class adver- 
tising | addressed to well-to-do readers, It 
goes into all the well-to-do families of the 
Pacific Coast. — ___ The Argonaut's circula- 
tion is _a paid-up circwation, Every sub- 
scription is ; stopped immediately on its ex- 
piration, | if not renewed at once. No re- 






































turnable copies are issued to dealers. 
Every | copy is paid» for. Furthermore, 


the Argonaut’s circulation is not forced ; 
it has never giver premiums or other 
inducements to subscribers. There is 
no journal on the Pacific Coast which is a 


better medium for first-class advertising, or 
which will so certainly reach the well-to-do 
class as the Argonaut. Over 18, 000 circula- 
tion. Adve rtising rat rates, 15 cé cents |} per agate 


line. The J Argonau rut Pr ublishing Company, 


Argonaut Building, San Francisco, Cal. 









































ook 




















rm 


PRINTERS’ INK. 


a. @. 2 2 





The New York Herald recently admitted that 
THE RECORDER was the one newspaper that was 
especially liked and read by women, and that its 
hundred thousand women readers influence two 
hundred thousand men. The compliment was as 
great as the moral to advertisers is obvious. 

See week before last (issue of 
PRINTERS’ INk) for proof of THE RE- 
CORDER’S daily circulation in the shape 
of a transcript of the Newsdealers’ 


orders: 


a Q 6 ‘ 47 ae 


See also PRINTERS’ INK of last week 
for proof of THE RECORDER'S Sunday 
circulation in the shape of a transcript 


of the Newsdealers’ orders: 


sis, 130,090 


This is the only way we prove Circulation. 
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“9 
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PRINTERS’ INK 


Actual Average Circulation: 


51,6T8 


Offices—1o Spruce St.—Upstairs. 


PRINTERS’ INK. 


A Journat For ADVERTISERS. 





Issued Weekly. Price Two Dollars. 


New York, Dec. 28, 1892. 
To the Editor of the American Newspaper Directory : 
DEAR Sirn—The issues of PRINTERS’ INK, weekly, for the 
year 1892, have been as follows : 








January 6, - - 50,500 | July 6, : 50,250 
a - - - 80,500 | se « - 50,250 

20, : - 50,500 20, : - 50,250 

27, - . - 50,500 27, - - - 50,250 

February 3, - : 50,500 August 3, - . 50,250 
10, - : e 50,500 10, : . - 50,250 

17, . : 55,000 a, - - 50,250 

24, - . - 55,250 24, - - - 50,250 

March 2, - - 55,250 31, - - 50,250 
9, - - - 55,250 September 7, - - - 50,250 

16, - : 55,250 14, - : 50,250 

23, - - 55,250 | 21, - : - 50,250 

30, - 55,250 | 28, - . 50,250 

April 6, - - 55,250 | October 65, - - - 50,250 
13, 50,250 | i 12, - - 50,250 

20, - 50,250 | 19, - - - 50,250 

27, 50,250 26, - . 50,250 

May 4, - - « §0,250 November 2, - - - 60.250 
zi, - . 50,250 9, - - 50,250 

18, - - - 60,250 16, - - - 50,250 

25, - : 50,250 23, . - 50,250 

June ,- : - 50,250 |_ 30, - - - 60,250 
8, - - 50,250 | December 7, . . 50,250 

15, - ‘ - 50,250 | 14, - - - 60,250 

22, . - 50,250 | 21, - - 50,250 

29, - : - 50,250 28, - - - 60,150 

s | Total, - - 2,684,150 


2,684,150 divided by 52 (issues) equals 51.618, average issue. 
‘This is a correct report of the issues of PRINTERS’ INK 
for the entire year 1892, and is made to be placed on file in the 
office of the AMERICAN NEWSPAPER DIRECTORY, to 


secure an accurate and exact circulation rating of the paper in 











the next issue of that book. Very respectfully, 
Publishers, 
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WHAT THEY SAY. 


Their Patrons Sound Their Praises, and, by their Own Action, 
are a Unit in Support of the Popular Phrase, 
‘Once Tried, Always Used.’’ 


—+—~_ 








+s Unexcelled, Par Excellence.”’’ 


Boston, Mass., Dec. 7, 1892. 
E. C. ALLEN & CO., Aucusta, Maine: 

Gents—We are fully posted regarding the merits of Allen’s Lists as advertising mediums. 
They are unexcelled, “‘ par excellence.” ave used all of the so-called best mediumsin the 
U. S., and find none that equal ** ALLEN’s.” 

{ou have had our business for two years, and when we are giving out new contracts, you 
can rest assured we never forget the Banner List. 

Business will not grow without advertising, and the only way to succeed is to select the 
best mediums and stick to them. You have our unqualified and hearty endorsements. 

Very truly yours, 
JAMES W. HARRIS, 
Advertising Department N. Typewriter Co. 





The Solution Proves Satisfactory. 


InDIANA MINERAL Sprincs, IND., t 
December 12, 1892. 
Replying to your postal of inquiry, the other end of which is herewith returned, we beg 
to say that we have solved the solution to extend the proposition in advertising, and the solu- 
tion solved out to be satisfactory, as you will find upon examining your records, that we 
have contracted for your advertisement in your mediums by the year, and as we keep a care- 
ful record of all the returns we would have discontinued this advertising if we had not found 
it profitable. 
Extending to you the compliments of the season, we beg to remain, 
(Signed) Very truly yours, THE STERLING REMEDY CO, 
H, L. Kramer, Treas, and Gen. Mgr. 


Overrun with Business—Look for Later Report. 


Office of Frep. H. SANDER, goad 
Grand Orchestral Music Boxes, 
Plays 1,000 Tunes. 12 Sizes. $20.00 to $200.00. } 
146 FRANKLIN ST., ] 
6 Boston, Mass., Dec. 7, 1892. 
A. N. J. LOVEJOY, Advg. Mgr. Allen’s Lists, Augusta, Maine: 

Dear Sir—| take pleasure to inform you that my advertisement of fifty-three lines in 
your November issue has resulted in seven hundred and fifty-three answers to date. This, 
however, is nota final result, as the inquiries are coming in as fast as ever, To-day I had 
thirty-nine, while on Monday there were sixty-four. Orders are coming in proportion ; but, 
being overrun with business at present, | cannot tell just how much this ad has netted me 
However, you shall hear from me after New Year's, 

(Signed) Yours truly, F, H. SANDERS, 


If you are looking for substantial results, do not miss these twelve money- 
making monthlies. The January business was surprisingly large (send for a 
copy for examination), and many late orders were unavoidably crowded out. 


Forms close the 18th of each month, 


~— 


E. C. ALLEN & CO., Proprietors of Allen’s Lists, 
AUGUSTA, MAINE. 
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“LET THERE BE LIGHT" 


Regarding the Circulation of the 


Kansas City ~ 
— Journal 


From small beginnings, 39 years ago, THE JOURNAL has 
steadily grown until now it holds undisputed sway, having the 
largest average daily circulation of any morning paper between 
Chicago and San Francisco. 

The oldest, the leader, the moulder of public opinion in the 
West. 

Especial attention given to its literary department and its 
woman’s columns. Goes to the Homes. 


CIRCULATION GUARANTEED : 
ee se le 28,000 


Sunday, - ™ us " = 35,000 


WEEKLY JOURNAL 
ano AGRICULTURIST 


Circulation, . . . 47,000 
Chicago Office—Room 402, 167 Dearborn gt. 
HORACE M, FORD, Manager. 
Eastern Office—Nos. 51 & 52 Tribune Bldg., N.Y. 
W. WARD DAMON, Manager. 
i=” PRESS ROOM OPEN TO ALL. 43 
REACHES THE BUYERS. 
GOES EVERYWHERE. 
BRINGS RETURNS, 
GET OUR RATES. 




















S.35.000 
Wxr47.000 


, 
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VOLUME 5. N° 3 Devotee vw ART, LITERATURE , SCIENCE AND Tue Home Ciacue MN 51, PRICE 25°"* YEAR ee 
PU8 (SHE D AND COPYRIGHTED JANUARY , 1893. ame cumerzemanse Conctan, n0custA W) I- 

















CASH—COINC OUT. 


792 miles of print paper 32 inches wide. 

Eleven United States Postal cars. 

3,236 United States Mail Bags. 

Sixty-five mailirg clerks. 

Thirteen handred dollars cash for postage. 

Over Twelve Hundred Thousand 16-page papers. 


The above tells the story of a single issue of COMFORT. It isthe same with 
every issue, only that the figures increase every month. 


CASH—COMINC IN. 


Over two thousand new, paid-up subscribers are 
now being received by us daily. The success of 
COMFORT is unparalleled in newspaper history, 
and its price—25 cents a year—is the marvel of the 
age. 

Its original, popular, copyrighted features render 
COMFORT the Household God of the mighty middle 
classes, whose purchases amount to hundreds of 
millions annually ‘ 


TH E R E FO R E, “Ifyou put it in COMFORT it pays.” 


Space of responsible agents, or of us direct. THE GANNETT & MORSE CON- 
CERN, Publishers, Augusta, Maine. Boston Office, 228 Devonshire Street. New 
York Office, Tribune Building, Henry Bright, Representative. 
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The 
Crisis 
In France 


brings forth new developments every day. All eyes are fixed 
upon the great national scandal developed in that country. 
Another sort of crisis is almost certain to present itself to 
every business man in this country sooner or later. A business 
that was once large and prosperous begins to flag. What is the 
cause? Perhaps new and enterprising competitors have arisen 
with original and improved methods. Perhaps they have 
brought the great lever of newspaper advertising to bear. 
Business houses that have had no previous experience in ad- 
vertising are invited to write for fullest information to 








The Geo. P. Rowell Advertising Co. 
Newspaper Advertising Agents, 
New York. 











Advertisers who may give us an opportunity to estimate 
on their business will find that our agency in its remodelled 
form, and with its many years of experience, is prepared to com- 
pete in price and effective service on any line of newspaper 
advertising. : 

Of all aids that it is possible for business men to get we 
believe advertising will be found the best to tide safely over 


The 
Business 
Crisis 
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@ Turn About is Fair Play a a 








?) Of Jersey City 


CENCE CONNICK 
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IT PAYS OUR PATRONS 
AND SO 
THEY PAY US. 


#, 





AW. 





Vv 
+ 


SeeeIee 


QS 


Evening 
J mien: 


Daily carries the announcements of % 
its advertisers into -----+---- 


Over 15,000 Families © 


of the best classes of the popu- 
lation, in whose homes it is 
READ THROUGH 
by people who have no end ot 
wants and the means to 
SATISFY THEM. 


v 
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CCNCNCNENC COCCI CIGD) 
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AVERAGE DAILY CIRCULATION: 
ae ee a 


Re | ee eo Ow ce, es Ce ee 
2 1892, eee ae 4,800 © 
2 CIIISS COUGPPOGCPGAOGIGIEK OIOISISNG 


Rates moderate, but Never Cut. 


PPUCPANCPMEOMACMEGOSAMAGAGAE 


ED 
35), 




























“CG. 






> aa 


co, 


oe Senttfle(||h- 


AS 















































aon 


ce 
CeO? 
































cy, 


oo 





> if i| 
Cop” “CEO? 





























'- == 
66a? 





jee 








aoe 


i 








é — = 
} Ih = Ay! Lay ‘ (fad —s 
VEEN TOTALING RANSON TR ALS ze IM ENINSIASS 

) @ PIRAEUS Ia a 
\ AZ7\ ee 7) 

: 

y ZN 237, 
a Gae 
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G oH 7s 
Mili: About © 
H Wi S39 
- ZEN rani 
=. At7\ SV 
— DAG e e aS 
= llc Advertising: 
a NR ass 
a SS ALF 
= cost NATHANIEL C. Fow.er, Jr., the lead- }/Ai4 
= Sy'>} ing expert at advertising and originator $2 
i 33} of business-bringing methods, in no way $37 
y, =>} connected with any advertising agency $&3\n 
RSS or publishing house, has concentrated $7704 

8) =S} his great experience intoa handsomely 32% 
=)33¢ bound and illustrated book of 500 large }2{& 

i X27;¢ pages, with 48 comprehensive chapters, oe 

i wait embracing overs department of whole- #<S% 
V Zx¢sale and retail, national and local }&Vj 
KS advertising, commercial pefutiog, en- $X7/24 

( Szi2¢ graving, lithography, novel methods 27, 

7Nnt of advertising, and everything pertain- $357 

A ‘2M ing to business outside, with hundreds $&yj 

H AC of plates illustrating every class of $74 
1 poe engraving, with its cost, and every style {4 
kot of advertisement writing and advertise- {7/0 

HSE Ment composition—a complete kinder- 2% 

cyt garten primer of advertising and print- Kaw 

f\ Rint Ing, written for the benefit of the mer- an 

i nS chant—an indispensable book to any NZ 
y, e'>¢ one who expends $25 for advertising or ao7, 
=%+ printing, and the more so to the exten- NZ 

Etat sive advertiser and merchant. One of 3{Qih 

NSS the 48 distinct features of the book in- #7 

A int cludes the signed intone of 177 great 3 
z EWAt advertisers, each advertiser expressing 7 
= SAiht his views on the vexed problems of ad- {747 
— AAxf Vertising, all of the opinions making up KS 
— SZizt a composite picture of advertising de- ee 
= K32¢ cision, of unlimited value to every adver- }@y 
— SAT tiser, - S ae), 
— BwAt Price, handsomely bound in cloth, GZ 
= SQint $3.75; in half leather, $4.50; in full 3427 
j ett leather, a veritable desk ornament OA 
A 5.00. Prepaid to any part of United X27 

vAt States and Canada. M7 

A THE TRADE CoMPANY, 53 Summer 3&3in 

VAs street, Boston. SA 

A A aren prospectus free for a Sh 
FH » SY. 
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= 
OLWNTARY, 
ESTIMONIA)S 


From some our 
Principal advertisers 


> 





From CARTER MEDICINE COMPANY, Manufacturers and Proprievors 
CARTER'S LITTLE LIVER PILLS. 
New York, Dec. 24, 1892. 
Messrs. CARLETON & KIsSAM: 

DEAR SiRs—We consider your concern as the best and by far the largest 
in your line; your business methods are thorough, liberal and systematic; you 
always do more than you agree to, and the fact of our placing a contract for 
$106,280 with you lately shows you what we think of your house. 

Yours truly, 
CARTER MEDICINE COMPANY, 
Brent Goon, President. 


From ENOCH MORGAN'S SONS CO., Proprietors ‘‘ SAPOLIO.” 
New York, Dec. 22, 1892. 
Messrs. CARLETON & KISSAM, Times Building, N. Y. 

DEAR Sirs—Much of the advertising of the world is done to please the 
fancy of the advertiser, to oblige a friend, to place the appropriation of the 
year as quickly as possible, 0. to try an experiment. We try to place our 
advertising without favor, but looking for practical results. You have our 
contract for $90,000; we think that makes it evident that we believe in street 
car advertising and in your system, 

Yours very truly, 
ENOCH MORGAN’S SONS CO. 
WARD. 





@ 


ARLETON & KISSAM, 
SOBrompield St, Boston, Kh Free, 
198 &/99 Times Gd) ‘f; New ork. Priacga Ces 


7000 FulTimelars, Mpe% 2 
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retty A LIVE WIRE 


1S DANGEROUS TO HANDLE 


PLAIN 
A LIVE PAPER 
RUTH 


LEADS THE WAY TO SUCCESS. 

Compliments of the season, and pardon us if 
we remark, that every indication points 

We" to a prosperous 93. If you have asphyxi- 
ated your business by using moribund me- 
diums, this is the proper season to turn over 
a new leaf and infuse into your affairs 
new blood, new vitality, new life by getting 
into a live newspaper. The 


CLEIELAND Vw ORLD 


Dec. Average 1892: 


Specialto Eastern Agent. 


45,907 


A Business net 


























Sunday Average ’92: 


Special to Eastern Agent. 


New Blood-New Life 





is, in every sense, a live 1-cent evening 
paper, made so by brains, energy and 
determination, circulating among an 
intelligent, eee live people. 





AVOID A LIFELESS PAPER as you would the d— 


live wire. Put your trust and business in THE 
CLEVELAND Wor LD, the liveliest evening pub- 
lication in the worn State of Ohio. 


S.C. BEC K WITH, 
acon 


Sole Agent for Foreign Advertising, 












PRINTERS’ INK. 


















A Leader 
for 42 years 


«« Where rolls the Oregon.”’ 


Jobbing trade of Portland for 1892 (by telegraph) 
$1 25,000,000 


‘¢ No parallel case in the U. S.’—E. V. SMaLLey in the Century. 


PORTLAND 
~ OREGONIAN 


«In all America no single instance.’’—Geo. P. ROWELL. 


Circulation, covering every issue for the twelve months 
of 1892, as submitted by telegraph, in round numbers : 


Morning Oregonian, . . , . . 18,000 
Sunday Oregonian, .... . 27,000 
Weekly Oregonian, ... . . 15,000 





No combination rate! Each edition—Daily, Sunday and Weekly—stands 
squarely on its merits. More largely and religiously read, in proportion to 
the number of copies printed, than any newspaper on the face of the globe. 
THe OreGoniAn reaches a regular and powerful constituency, day in and 
day out, of one hundred thousand readers, and is distributed by mail and 
carrier in every town and hamlet, not only throughout Oregon, but also 
in Washington, Idaho and Montana. 





The Whole Business One paper does it! 
QLOLOLOLOLOLOLOLLALOLOLO® No waste !! 
No duplication !!! 


THE OREGONIAN PUB. CO., 
H. W. SCOTT, Editor. H. L, PITTOCK, Manager. 


yWNI8 3. s.c. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 
48 Tribune Building, 609 “ The Rookery,”’ 
NEW YORK. CHICAGO. 
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THE WANAMAKER INVESTIGATION. 


Congressman Amos J. Cummings struck 
at the root of a great wrong in his resolution 
calling for an investigation into abuses in the 
Post-Office Department relative to admit- 
tance to, and exclusion from, the mails of 
various publications from motives of a 


ism or pique. Mr, Cummings’ resolution was 
introduced December 13th and referred to 
the Committee on Rules; later it passed to 
the Committee on Post-Offices and Post- 
Roads, and is now in the hands of a sub- 
committee, who will bring it toan immediate 
issue when Congress reassembles after the 
holidays. 

Persons who believe that the law should be 
amended and modernized, and Mr. Wana- 
maker afforded an opportunity to explain his 
apparent disregard of the law as it stands, an 
will do well to address Hon, Edw. J. Dunphy, 
chairman of the committee having the matter 
incharge. The following is the text of Mr. 
Cummings’ resolution: 

FIFTY-SECOND CONGRESS. 
Seasi 


CONGRESS OF THE UNITED STATES, 
In the House of aa 
December 


Whereas, in an editorial article ina be issue of 
} de, 4 York Sun (November 30), h - — 
the Post-Office,” it has been y™ 
that = Gerks in the Department at Washin, 
in the habit of excluding ~ Re a 
from the privilege of being the 
mails as second-class matter r without revious 
notice to the publisher that such action is in- 
ting the unfortunate period- 
ical without requiring any change in its business 
meth as soon as sufficient influence is 
brought to to bear to make such action seem desir- 
able.” And “it has discovered that there are 
persons residing at the national capital who will 
Pttempt the adjustment of amos ies of this sort 
fora money consideration, and seek 7c 
on the vine © of eoee ie rsons 
occupying respo ons.” 

An reas, itis cael in said editorial ar- 
ticle that rs without influence it has been made 
~ mt that it is impossible for a publisher to 

redress unless the Department clerk will 
relent; a? it a the penetion of the United 
rts to interfere with any 
py of f fact with which a Department of the 
pny aap me med isconcerned, The Postmaster-Gen- 
judge and executioner. 
rs rights are concerned, an 
h the first, second, 
% nts ad infinitum ; 
consequently a victim of error or malice must 
ay Shronse a aye f or allow 
by having his rate 


farther stated in said edi- 
torial article fe that “ithe ostensible reason for inter- 
eenee bale ah the distribution of trade zomenele 3 is 





ential —_—- a aoe million omen, docu- 
ments we the malls at rates not 
allowed top ublications pee for businéss pur- 
poses orin the interest of such causes as temper- 
ance or re! —— The saving effected in ae a 





tot 
thousand d ollars soyy for a period a td 
over Whee months. 


; furtl 
torial article ths that “‘it has also bee: 


gn Cc tees, pro- 
nounced illegal wi when ordinary citizens would 
seek for them. 


The Postmaster-General 
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on in any‘ previous year. 


her Gareee i said edi- clad 
pear building betore it » Ly 4 retu 









editorial that “it monstrated 
it is futile for a citizen to apply to the De- 
it for such information as will enable 
t his b in con- 
-E law, the lee in = cases being 
ne conve: information.” 
“aa whereas, List fart er mam aah n said edi- 


“Sew Ld io Fayre groping Jang the dark, 
ttract the attention of a 


violated, and after months of effort he may fail 
to learn anything more to the point than a state- 
ment that his communication been received 


and placed on file and will be considered ; ;” there- 


fore, 

Resolved, That the Committee on Fort O@ees 

— Post-Roads be and is hereby directed 

estigate the charges above set forth aad, ‘* 
that end, call before them the Hon. John Wana- 
maker, Postmaster-General of the United States, 
and demand an explanation of the same. 

And the said committee is yaw g A — ered 
to send for persons se of this inve administer 
oaths for the purpose o: is ‘investigation. And 

person or persons ve been ag- 
eved in any of the an dy ereinbefore re- 
erred to in said editorial, may be permitted to 
appear befo: oe said committee, make their state- 
ments and (in person or by counsel) cross-exam- 
a 27 officers of the Government who may 
he in regard to the charges above set forth. 
the said committee is directed to report 
the tacts to the House, at the earliest day prac- 
ticable, together with such recommendations as 
they may deem advisable in the J? 
it, JAMES KERR, Clerk. 


+ 





There is reason for believing that the issue 
of Printers’ Ink in 1893 will be greater than 
Official red tape has 
made it impossible to renew subscriptions ob- 
tained by publishers and paid for by advertis- 
ing, but Mr. Wanamaker still permits publish- 
ers to pay in cash, and when he goes out of 
business, as he will pretty soon, a little com- 
mon sense may find lodgement in the Post- 
Office Department. 


R PRINTERS’ INK- InK—Why continue pourin; 
shot into a dead duck ! Yours, i s 
WANNY JOHNNYMAKER. 


YOuNG MEN’s CHRISTIAN ASSOCIATION, } 
CHES ESTER, Pa., Dec. 23, 1802. f 
gj Geo. P. Rowell & Co, 

I have requested the postal ‘authorities to place 
the publishers of PRINTERS’ INK in a position to 
supply us with a copy of the journal. I have 
examined the contents of several numbers and 
would say that it is worthy of a place--a con- 
spicuous place—in our reading room, 

cerely yours, 
Wm WILMERTON, 
General Secretary. 


YOUNG MEN’S CHRISTIAN ASSOCIATION, ) 
FIFTEENTH AND CHESTNUT STREETS, ‘4 
PHILADELPHIA, Dec. 23, 1892. ) 
Messrs. Geo. P. Rowell & Co. 
Your circular letter to Youn Men’s Christian 
ing the “ will of 
v regret 


Assoc 
very much that the 3,000 Young Men’ ‘8 a 
Associations in this country should be deprived 
of secstving PRINTERS’ INK. This bright little 
is received by one of our members 
week, and that one copy is read by at least 
of thee secretaries and cmuevess of the 
to the owner. 


Enclosed the uired thirty-eight 
cents, in stamps, t the ctu cont Of postage. 7 
ours Da | 


.& C. Baneurrr, JR., 
Assistant Secretary. 
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HAZEN DIDN'T FOOL HIM, 


In Printers’ Ink for December 28th ap- 
ared a statement of the Post-Office outrage 
sty the standpoint of an intelligent publisher 
who, starting upon the supposition that the 
paper was all wrong and the Department fll 
right, made a thorough investigation of t 
whole matter, weighed well all that could be 
said on both sides, conducted an exhaustive 
correspondence with the P. M. G., and then 
came tothe opposite conclusion that the weg 
ment wasall wrong and Printers’ Ink all — 
This information he communicated to the 
— in a letter dated December roth. 
his letter appears to have been relegated to 
Hazen for an answer, as appears from the fol- 
lowing additional communications, Hazen 
begins by referring to Mr. Beadell’s letter of 
7th instant. That is an error on Hazen's part 
of only three days (the letter was dated De- 
cember roth), and would hardly be considered 
an error worthy of notice as the Department is 
now managed. At any rate, itis more nearly 
correct than any other statement which is 
made by Hazen in his letter, which follows: 


Post- one DEPARTMENT, ’ 


ce of 
THe THIRD gqumeane PosTMA werm-qemnat,| Eee 
WASHINGTON, D. Dec, 22, 1 


Mr. W. W. Beadell, Yellow Creek, TU: 
Sir—Your tere of the 1 B inst , addressed to 
ni 


“9 
if a publication making a) of the i for ent; 
into the mails as second-c matter is foun 
to be primarily intended for advertising pur- 
onan, or for free —— or for circulation 
at nominal rates, it must be denied admission 
canes thelaw. That isto say, the statute seamen 
iy Co: and not the Post-Office De; 
dete Eesthes agg ee oe aobesens 
into the mails on an equality with papers like 
a and thousands of others, that are unques- 
oony a. imate. The statute which makes 
tion—besides propectin the postal 
pas ay from an inundation of r _— aL 
mainly for the advancement of ssteane intere 
and not at all or to a very limited extent devoted 
to circulation of general — nce or of the 
various classes of literature . F, ich the public 
at large is benefited—is intended also, no doubt, 
to protect from injurious competition the genu- 


—Ww) to take but one 
t, the —!-= anaes 4 80,000 copies in order 
to advertise the patent m icine = ch he is sell- 
ing~-any publisher of a legitimate paper can 
‘ound to unfavorably criticise the action of the 
Postmaster-General, who, before rendering a 
‘h and exhaus- 
itted to 


ssiotannt Asorney-General Tyner and the other 
oficials of the De me: 





D. Haze 
Third Assistant Poctmacter General. 
*How about Reciprocity and Protection 2 


W.W. BEaDkLL, Publisher. 
YELLOW CREEK, Dec. 24, 1892. 
Messrs. G. P. Rowell & Co., New York: 
GENTLEMEN—We d our corr di 
with the P. O. D. was at an end, but we are in re- 
ceipt of the enclosed in reply to our note of 7th 
enclosing your last. 


Tae YeLow CuEan News, 





r first sensation upon zeading this is one 4 paid 
xX, f you 


contempt for the persiste: 
statements before adge This letter 
starts off with the long-since laproved assertion 
or at least insinuation) that Printers’ INK is in- 
mded primarily for advertising. The following 
remarks sound Ry A well, but when read in the 
light of heir insincerity 
becomes & parent. ‘If Congress enacts the laws, 
e De} ent interprets them ; and by way 
they have boon interpreted in the case of PRINT- 
Ink, to exclude that periodical, and in the 





SgEz 





cases of Republican cam: 
=e io, weneuen te e 
kk the cl sen 


that h Mr, Wi 

exhaustive iy} examination 

dence you laid before ey eer It that 2 

true, we wonder what >. Saad he used in 

arriving at the concl 
ar. return enclosure after taking copy of 

same, if you deem it of sufficient importance to 


co) 
We shall continue to watch with interest the 
developments in your efforts to win justice. 
Very truly, W. W. BEADELL, 


+o 


THE NEXT POSTMASTER-GENERAL. 


In an interview with a reporter of the New 
York Voice, ex-Postmaster-General Thomas 
L. James makes s>me suggestions for a suc- 
cessor to Mr. Wanamaker: 


“The Postmaster-General,” said he, “ should be 
a wide-awake, thorough business 
postal systein thoroug. 


ts Kee great saibilities. He yh bea newspaper 
newspapers are the test 
of th the F Layne = iE = ournali: 


requirements of a city and looks on the free de- 
master-Cenerals, those who have diingul 
who have ished 
themselves, have all been journalists or publish- 
ers—Frankii in, Ebenezer Hazard mwed endall, 
eofenelige master 
men knew the and their work 
ving and will live after them. om - 
* But is it fay for the President to find such 
men Noegeeny h, tea 
ough,” re the ex- 
“t There, for Tostan * 
Jones, of Missouri ; alsh, o: 
John 3 ae ot Co; Samuel ‘Row les, of 
usetts ; James itt, oO inois, and 
pe | Singerly = y all great 
and able business men. Then, too, 
Sharles R. Taylor, of Boston, possesses 
g ualifications for that office. And in our own 
tate uf New York he would not go amiss if he 
galled to a = | a r St. Clair McKelway, ¢ 
rooklyn; J. anning, of 
Prentiss Bailey, of Utica. ‘Either of of these gen- 
tlemen would prove a worthy su to the 
+ men I have named, and Swould @ aie e not 
a wise counselor to the Lt oy | but woule 
give the count 7 8 ce to which we 
conid pot point | hi th p ide. 


lh 








I 
be ares ry ithe ee whom I have men- 


joned would agree with me, would be Charles 
whose extraordinary executive ability 
A. revealed when he was 't Secretary of 
War under Lincoln, and whose knowl of 
necessity is —_— as eryet as is re- 
markable of . Dana is not, 
however, a Civil Service Re! Ensner, as is Mr. Mc- 
Kelway | 2 Mr. Bailey, both ba ~y - are er 
on 


aye question Daniel 
mont is also admira! fitied f : head & the 
postal department ort Government,” 





IS IT ONLY A THEORY? 
OFFICE OF HARDWOOD, 
Cuicago, Dec. 'D, 1802. } 
PRINTERS’ Ink 
TI enclose check to to cover the cost of Privrzrs’ 
InkK + 1893. Ibelievemy gubgocigtion isalready 
to some time in March. Does not your offer 


controve: ith nt, 
and have been hoping that you w: take the 
matter into the courts. of the 
OTe th that there may 7 
of rr ie wrong you have suffered. 
theory of fie i law, at any rate, that thore is io no 
wro 


Ve ery sincerely yours, 
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Every Publisher Wants a THE CASE OF —e AMERI- 
Plain Ruling. New York, Dec, 26, 1892. 


Editor of Printexs’ Ink: 


A Republican Paper Published at the Duan Sin The ve tie & Co., the 

. ublishers of the Scientific American, are 

Capital of the State of Ohio alien the following proposition to various 
Has a Suspicion. publishers : i j 

—_——. “If you can make it convenient to run our 

*“‘There Are Strong Grounds of Sus- ad (printed below) during the coming year of 

picion that the Vigorous Manner 1893, we will send you a copy of the Scientific 

with which ‘Printers’ Ink’ Has 4erican and also a copy of our architects 

Exposed the Error of the Postal De- 294 builders’ edition regularly for the same 

partment May Have Piqued the period. This will include the plates in colors 


reG ” with the building edition, 
tamnees enceal. ** If you accept the proposal, please fill out 


. as P and return the enclosed card, on receipt of 
, The entire editorial which appeared which we will send you, prepaid, an electro of 
in the State Journal of Sunday, De- the ad and enter you for both publications, to 


cember 25, is here reproduced : be addressed as a Rapeal 
WHAT IS SECOND-CLASS MATTER? yy Munn & Co. 


We notice that a large number of our ex- 
changes are advising the present administra- 
tion to right the wrong it has done PrinTERs’ . - 

Ink, in ‘denying it the privilege of transmis- —— —, Mr, Gaydor, in order to get an ex 
sion through the mails as second-class mat- OOM "Golo I id. “wil — 
ter. It is almost the unanimous view of the Mr. Gaylor,”’ I said, “will you gC 
press of the country that Printers’ INK is just enongh to tell me if this scheme of Munn & 
as much entitled to classification as second- ©° ae accordance with the postal regula- 
Y : tions 
class matter as ninety-nine per cent of the “(7 ', — a 
ublications that now enjoy this privilege. It It'sa fine point,” was the reply. “I had 
is hard to believe that Postmaster-General 2 8¢ntleman up in my office this morning on a 
Wanamaker or his assistants are actuated by somewhat similar question in comnection with 
: ota . a newspaper.”’ 
any personal feeling against the publishersof * 4 ” ksi un . - 
Printers’ Ink. There are strong grounds of Here,” I said, “ is a publisher offering a 
suspicion that the vigorous manner with subscription for a year in exchange for an ad- 
which Printers’ INK has exposed the errorof Vettisement. Now if the publisher is satisfied 
the Postal Department may have piqued the and the newspaper running the ad accepts the 
Postmaster-General. There is some cause to pre ri safe to presume both parties are 
criticise Printers’ Ink, but we hardly think S@tshed. 
that any publisher in the country mae A sub- _*. Yes,” Mr. Gaylor resumed, “ of course a 
mit to being fined over $500 a week with- quid pro quo is offered and it really should be 
out protesting in very vigorous language, th€ Same as money. But, as. I said to the 
although some would not have goneso far as the  * a man who saw me this MEd Rasy I don't 
ublishers of Paurrzas’ Inc, We have noth- ike to decide before the Washington authori- 
ing to do with any personal controversy be- '°S- Personally, 1 should es 
tween the Post-Office Department and Messrs, ©®-—@ 800d house—have a perfect right to do 
George P. Rowell & Co. The point in ques- this thing, but there is one sentence in the 
tion is simply this: If Printers’ Ink is en- ay a — si sili dele f 
titled to the privileges of second-class matter SO tne Cues, WE Wis Cater you fer 
(and we firmly believe that it is), it is the duty both publications, to be addressed as you may 
of the Postmaster-General to make proper res- py © 1 Phat I es oe — SP ota 
titution of the fine he has made its publishers ™Y 04! answer must be, apply Ww oo. Sees 

y. Granting that the Postmaster-General ‘sistant Postmaster-General at Washingion.” 

lieves he has good reasons for excluding ,,_ But this thing is to be used immediately, 
Printers’ Ink from second-class privileges, —., lied the official « “ I would 
he should make the same public and prevent a-,.,_ 4 2™S0rTy,  repited the olficia!; 1 wou 
great deal of criticism that the many papers of like to give you every liberty that would ac- 
the country are directing against the Post- cord with justice and reason, but I dare not 
Office Department. Not only Painters’ INK —— make precedents before the Washing- 

» s’ INK, ¥ 
but every publication, wants a plain ruling on Ce Peres. 
what is and what is not entitled to the privil- Bn aye ell yey _ 
lass rates. : , 
eges of second-class rates received the following luminous reply : 


Wishing to get the Post-Office ruling upon 
this point I went to Assistant Postmaster of 





NO EFFORT WAS MADE TO STOP IT. ee 
-— THIRD ASSISTANT POSTMASTER-GENERAL, 
One of the most out: us things perpetrated WasHINGTON, D. C., Dec. 20, 1892. 
by the De; ment has been the treatment of Mr. Geo. R. Kennedy, Brooklyn, N. Y. : 
A , @ trade publication in this city. Sm—Your letter of the 10th inst., submitting a 
with the Assistant 


which has been driven from the Post-Office and memorandum of an interview 

near'y ruined by the arbitrary ruling of the De- Postmaster at New York, is at hand. 

partment. The same ruling would have promptly 

excluded the political pub: ms of the Repub- embraced in the _propositson made by Messrs. 

can National Commi: and Book News. pub- Munn & Co., publishers of the Scient: Ameri- 

lished John Wanamaker’s business house in can, to various other publishers, which reads as 

Philade! but none of these were molested. follows : 

he recent campaign moreover,tonsof “If you can make it convenient to run our ad 

$ circulars ~at lets were —_ out on one ae (tei during > as year of 1893 

Pp 0 we send you a copy 0’ e tific Ameri- 

Seing paid, such envelopes being, under the law, can and also z copy 0 romp architects’ and build- 

poh ey ES ee = with the building 
a 8 include the in colors e 

| ~ 7 sealed mails.—Voice, New York city, edition. we 

* 





“If you accept the proposal please fill out and 
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enclosed card, on receipt of which we 
will send you, prepaid, an electro of the ad and 
enter you for both | publications, to be addressed 
as you may order. 

Faithfully yo 


& Co. 

In bag Jeave bo pinto thes the tt 

pan ht of cea unn & Co. does not appear 
affect the status of the 

yoy! second-c! matter, but the prac: 
tice involved ‘nt this proposition might be 
ried to such an extent as to render  ) publica. 
tion, under = law, subject to asa 
periodical “ ed marily for advertising 
purposes, or tor ree c ulation, or circulatio 
ato ominal rates.” (Ac $ of March 3, 1879.) 


In order to properly pass case of this 
kind the Departm =e Fiesceventig's be pl oe 
ion 01 e re e ic- 

ular periodical Oe 


ed upon 
Very respectfully, 
Third Assistant Postmaster-General. 

The time required by the P. O. D. (nine 
days) to reply to the above communication 
indicates that decisions upon important ques- 
tions are rendered only after profound deliber- 
ations over ‘** the points involved.”” 

It would also seem that a person would be 
liable to forget his own name after a brief cor- 
respondence with the distinguished officials as 
in the letter above, 

T. F. Kennepy. 


It will be perceived that Hazen can see 
nothing out of the way in this case of the 
Scientific American; but knowing he has 
made the same practice one of his reasons for 
excluding Printers’ Ink from the mails ap- 
pears to be at a loss just how to express him- 
self,—|Zd, Painters’ Ink. 

THE PHILOSOPHY OF JUDICIOUS AD- 
VERTISING. 


OAKLAND OFFICE, 
THE SAN FRANCISCO EXAMINER, 
918 Broadway. 
L. C. Straus, eg 
OAKLAND, Cal., Dec. 20, 1892. 

Publishers Printers’ Ink: 

Will you kindly furnish me a list of your sub- 
scribers in bi city, and, as you are “at outs” 


= the P. O. D., advise me what arrangements 
AK, Tegarding renewal of complimen- 








iat ear I ordered PRINTERS’ INK sent to 
twel ¢ Oakland ae pene E I considered 


CY 8 - bl 
effo' solic eve -¥- juable paper 
was A Lm = in romaine this business, in- 
asmuch that it taught them the philosophy of 
Jasicions advertisi 
Awaiting a rep! 
P.§8.—I inclose 
“P. L” to Jan. L 


remain, L. C. StRav 
00 a renewal of my ob. to 


New York, December 27, 1892. 
Mr. L. C. roms, Manager of Examiner Office, 
Oakland, Cal.: 


lying to yours of December 20th, we would 


met : - way of accepting renewals than 
hich was adopted by ¢ by ‘the publisher —— 
Star: \ 


e “elt you will ont the law that justifies the Post- 
Office De ALY ge \dding the acce) —~ 
of ad = for _su 

wo wali Fe ames 4. the 
and 


oubeoriy ons make you 4. 4 's present 
of the eeu Oakland malting OS Aes nity 


COL. GEORGE BLISS EXPRESSES HIS 
VIEWS ON THE CASE OF “ PRINT- 
ERS’ INK.” 


“* THE DEPARTMENT HAS GONE OUT OF ITS WAY 
TO STRAIN THE LAW.”* 


When Printers’ Inx’s difficulties with the 
Post-Office first began, inquiries as to what 
ought to be done to surmount the difficulty 
brought out this advice from a keen observer : 
“‘ Employ George Bliss as counsel.” 

It is well known that this gentleman is in 
the habit of succeeding in what he undertakes, 
being a man of energy and always prominent 
among the leaders and advisers of the Repub- 
lican party, not only of New York but of the 
nation as well, 


A special representative of Printers’ Ink 
recently called on Col. George Bliss, ex- 
United States District-Attorney of New York, 
and asked him some questions bearing on the 
decision of the Post-Office Department, ex- 
cluding this journal from the privileges of 
second-class mail matter through the mails. 

The reporter called Col, Bliss’ attention to 
the fact that some years ago he was counsel 
for the American Grocer, who had a con- 
test with the Post-Office Department as to its 
right to be carried as second-class matter. 

*“*T have only a general recollection,” said 
Col, Bliss, *‘of the case of the American 
Grocer, which was excluded from the mails 
on the ground that it was a circular, or adver- 
tising journal intended to advertise its pub- 
lishers’ business, I do not remember, however, 
just what course the case took, I remember 
| put in considerable work on the case and 
that I went to Washington. Whether the 
case went into the courts or not I could not 
tell. The final result was that the Depart- 
ment backed down from their decision and 
admitted it. Mr. Tyner was Assistant Post- 
master-General at the time.”’ 

““Do you_not think, from your experience 
with the Post-Office "Department, that its 
rules and regulations are very much in a mud- 

le?” 


“I do not know what their condition is 
now; the case I referred to occurred in 1880 
or 1881. It would be an extraordinary thing 
if they were not. I do not know any laws 
relating to any of the Departments at Wash- 
ington that are not mudd led.” 

“What is your opinion of the status of 
Printers’ INK as a newspaper and its eligi- 
bility to the privileges of second-class mat- 
ter?” 

**I have read in that journal Mr. Rowell’s 
statement of his grievances, and it seems to 
me the whole matter turns on a question of 
fact: Has Mr. Rowell 2 bona-fide circula- 
tion among people who take his paper because 
pom A like it, or because they want it, or is it 
simply a paper that is published to advertise 
his business? Now, in the first place, | hap- 
pen to know certainly one or two bona-fide 
subscribers to Printers’ Ink who never have 
advertised with him and who never eayect to 
do so, and who take the paper because they 
want it. In the second place, it seems to me 
that the Department has gone out of its way 
to strain the law against Mr. Rowell,”’ 








76 
A POST-OFFICE PUZZLE. 
MAY A PUBLISHER SEND A PAPER TO AN ADVERTISER. 


Editor of Printers’ Ink: 

On Friday, December 9, having been as- 
signed to interview Postmaster Van Cott, of 
New York city, I went up at 11.30 A. M. 

The Postmaster’s room is No. 1, in front of 
which a man in uniform is on guard, I was 
told by this man that Mr. Van Cott was ex- 
tremely busy. ‘‘ There’s two lawyers waiting 
to see him,” he remarked, ‘“tand they are 
stayers. You had better come again in about 
half an hour.” 

I returned at the expiration of that time 
and found the Postmaster had gone out to 
lunch. My next call was at 3 o'clock, but 
there being some seven or eight people wait- 
ing for an interview, word was sent to me to 
call next morning at 9.30. 

I called promptly at that time, but Mr, Van 
Cott had not arrived, whereupon I left, re- 
turning at 10.15. 

I was ushered into the Postmaster’s room, a 
large, plainly furnished apartment, which 
leads off into other smaller rooms, the one on 
the right as you enter being the assistant’s 


room, 

“Mr. Van Cott,”’ I said, ‘‘ will you kindly 
give me a little light upon this question?” 
submitting to him a paper upon which was 
written: ‘If the publishers of the New York 
Sun wish to send the weekly Sux fur a year to 
an advertiser who pays them ten dollars or 
more for advertising in the weekly, do they 
violate any law or postal regulation by pre- 
senting the subscription as above, it being a 
sort of premium on the advertising and an in- 
centive or reminder likely to induce additional 
advertising patronage? If such a practice on 
the part of the publishers of the Sum is not 
permissible, will you show the law or regula- 
tion which forbids it ?’”’ 

| think not, I think not,” replied the Post- 
master, after reading the question; ‘it ap- 

ars to me as if it would be all right. Step 
into that room there and see Mr. Gaylor, mv 
assistant. Tell him I sent you, ana he will 
give you all the information he can,’’ 

I walked into the next room, where Mr. 
Gaylor was writing at his desk. 

“Mr. Gaylor,’”’ I said, ‘* Mr. Van Cott re- 
fers me to you, upon this matter, and says 
that, for his part, he thinks it is all right.” 
Here I handed him the same piece of paper 
which I had shown Mr. Van Cott. 


Mr. Gaylor read it carefully through, and” 


reached for a book of postal laws, saying as 
he did so: “The exchanging of papers is 
not provided for, but is done. I think this 
thing would be all right. 

** Now, advertising agents get papers free, 
stacks of them every day,’ Mr. Gaylor con- 
tinued. ‘It’s necessary, for they would not 
know if the advertisements were being pub- 
lished. Advertisers get papers, too. 

** Now here, according to the rules, extra 
numbers can't be sent as sample copies, to ad- 
vertisers. For instance, if George P. Rowell 
& Co, published an advertisement in the Sun, 
the publisher of the Sum could not give the 
advertiser ten thousand extra copies, or send 
them out for him. 

“ Again, no nominal subscriptions are al- 
lowed. Thus, a publisher must not give pre- 


miums or merchandise to the value of the 5 


— subscription price, for, by doing so, 
e practically gives his paper away.” 

“But many publishers claim to do this,” I 
remarked. 

“Ves, I know they do,” replied Mr. Gaylor, 
“but you see it’s contrary to the regulations,” 
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Here Mr, Gaylor looked carefully through 
his rules, and said: ‘* There is no reference 
to a case of this kind, nothing bearing upon it 
atall. I think it’s all right, though. ould 
the Su publish this if it used the scheme ?”’ 

“The chances are it would,’’ 1 answered, 
“but this question is, I think, intended to 
cover the point in all cases, not that of an in- 
dividual paper.”’ 

“Well, there’s nothing panting it, an 
nothing making it permissible. e don’t 
want to burn our fingers, so I can’t say any- 
thing definite on the matter. Anyway, you 
would have to apply, finally, to the Depart- 
ment at Washington.”’ 

** Then, as there are nostatutes covering the 
case, it would depend upon the opinion of 
some one of the Washington authorities?” I 
asked, 

“Yes, but they will settle the matter for 
you. The Third Assistant Postmaster-Gen- 
eral is the one to apply to. We have nothing 
bearing upon the point at all, so are unable to 
express an opinion, The exchanging of pa- 
pers is really not allowed by the rules, but 
really the Washington Star exchanging with 
the New York Sum is an exchange of sub- 
scriptions. ‘The Washington Star subscribes 
tothe New York Sum#,and the New York Sua 
to the Washington Star.”’ 

Mr. Gaylor, while willing to talk, seemed to 
hesitate about speaking freely, and guarded 
his words, 

I wrote to the Third Assistant Postmaster- 
General, asking him to kindly enlighten me on 
the question just referred to, and mailed the 
letter on the evening of December. Receiv- 
ing no reply, I wrote again some eight or nine 
days later, but up to the present writing, De- 
cember 28, I have not received any communi- 
cation from the Washington Department. 

Very respectfuily, 
New York, Dec. 10, 1892. G. A. SyKEs. 








UNDER J. W. 


“The use of the mails for newspapers and 
pesiocients has never been so abu: as it is 
0-day.’’—Chicago Evening Journal. 


Persons who know of publications passing 
through the mails as second-class matter that 
are not legally entitled to that privilege will 
do well to send copies to Hon. E. J. Dunphy, 
of the House Committee on Post-Offices, 
Washington, D. C., and write him a letter on 


the subject, 


youn 
ae 


ONE EVIL ACTION OVERBALANCES THE 
GOOD DEEDS OF A LIFETIME, 


Mr. Wanamaker has made a most excellent 
Postmaster-General and done very much for the 
people of this vast republic in ‘increasing the 
postal facilities in every direction, but in our 
opinion his war on NTERS’ INK did more than 
any one thing to defeat the Republican party at 
the late el on. Printerseverywhere recognize 
the injustice of his action and were not afraid to 

y 80. PRINTERS’ INK is a valuable educator, 
and many a struggling country editor is thus 
deprived of its suggestions and instructions. 
’Twas ever thus, one evilaction overbalances the 
good deeds of a lifetime. This discrimination 
was the one mistake of the Wanamaker admin- 
istration, and it swallowed up all good he had 
ges — Seas Spirit, Cocoa, Fla. 


























SEE HOW PLAIN THE LAW IS. 


THE CHRISTIAN sind 
PITTSBURGH, Pa., Dec. 22, 1892 
ishers of PRINTERS’ INK 
Next week we are going to issue a special 
tion of 30,000 beside our regular edition of = 
Christian Statesman. | special edition in bo 
to 


tions. 





000 
of space 
for the & copy of the be BS, 000 for 10 Z ‘column, 
This is a fine chance to reach all the ministers a’ 
once, and we hope that ‘ou have an order 
for us. Copy must reach us by by Tuesday, Dec. 27. 
Awai your reply, I remain, 
R. ROBINSON, Treas. 

The above letter was recently received. A 
reporter was sent to the Assistant Postmaster 
of New York city to interview him on the 
rights of publishers to do the sort of thing 
described. 

After reading the letter carefully Mr. Gay- 
lor said: ** T don’t think this breaks any regu- 
lation.’”” Then, hesitating a moment, he said: 
“There may have been some ruling on that 
point lately. My assistant, Mr, Post, is 
charged with the immediate supervision of all 
matters pertaining to second-class publica- 
tions and has the laws and regulations on that 
subject better in mind than I have. The in- 
terpretations of the law have been so various 
and there have been so many different rulings 
that one man can’t carry them all in his head.’ 

Mr. Post proved to be out, so Mr. | 
looked through the postal regulations himself 
and pointed out the following, which he sai 
applied to this particular case: 

An extra number of the issue cannot be sen 
sample copies upon the order of or to falfll's a 
contract with an advertiser or advertising 
agency, and extra numbers mailed pursuant to 
such order or contract must be prepaid at the 
4-oz. rate 

This, he stated, would debar the sample 
capies sent under the proposed contract, They 
would have to pay the 4-0z. rate. Legitimate 
sample copies—those not sent under any con- 
tract—-would be entitled to second-class post- 
age. 

, ™ Robinson had a right to send — 
copies as intended. He had a right to put 
advertisements in that edition. His violation 
of the law consisted in ‘‘contracting’’ with 
his advertisers that he wou/d send the edition 
as stated. If he had obtained the advertising 
orders without “contracting” for the extra 
edition and had made krown to hisadvertisers 
a/terwards the facts about the special edition 
he would have violated no law. 

As the paper is published in Pittsburgh the 
New York office p ares not undertake to decide 
the matter officially; but if it were a New 
York paper then Mr. Gaylor’s interpretation 
would be enforced. 


Note.— This statement of Mr. Gaylor’s 
interpretation of the law has been su 
mitted tohim and has his approval, 


When the case of the Christian Statesman 
was submitted to him, Mr, Gaylor, Assistant 
Postmaster at New York, acting under the 
misapprehension that the Statesman was pub- 
lished in New York city, ordered his assistant 
to notify the publisher that if he made such a 
contract the sample copies would have to pay 
the four-ounce rate. he assistant, Mr. Post, 
did not send the notice to the publisher as 
directed, but, instead, sent to the receiving 
clerk an'order to refuse the sample copy edi- 
tion of the Statesman when offered. As the 
paper is published in Pittsburgh, and was 
never offered for mailing in New York, no 
harm was done. Mr. Gaylor is one of the 
ablest, squarest and most experienced men in 
the Post-Office employ. His instructions, if 
they had gone into effect, would have given 








PRINTERS’ INK. 77 


the publisher a word of warning and wrought 
no injustice, The order of his assistant, how- 
ever, would have caused the Statesman’s 
edition to be thrown out, and illegally too, 
because no law had been infringed. The 
Statesman had a right to issue the offer; any 
advertiser had a right to order an advertise- 
ment in that issue. Zhe crime would consist 
in the advertiser and publisher agreeing 


t together that such an edition should be sent, 


and that the advertisement was given on 
that account. Unless the Post-Office had 
knowledge that such a contract was actually 
made, no right existed (according to Mr. Gay- 
lor) to stop the edition. If the Post-Office did 

ave knowledge of such a contract then it had 
a right tostop the extra edition contracted 
for, dut not the regular edition, 


CASE OF = NEW YORK “OB- 
SERVER.” 
Editor of isi rs’ INK: 


The Observer lately issued the following 
announcement : 





&5 will pay for the New York Observer for 
a year to any address in the United 
aterman “ Ideal” Foun- 
fain Pen, compiete with filler J gold nib 
fine. edium ” or “ stub” as prefe 
—One copy of “ Life’s Golden samp. ” All 
id. Total value, @8.1 
Every robs is afforded b the manufac- 
turers of the “ Ideal” Fountain Pen to in- 
sure satisfaction in its use. Nibs can be 
exchanged. 











This announcement was shown to me and I 
was instructed to ascertain whether in issuing 
it the Observer was transgressing any law. 
My inquiries led me to believe that offering a 
value of $8.10 for $5 is treading on dangerous 
ground. 

The decision of Mr. Gaylor, the assistant 
postmaster, on this matter being of a good 
deal of importance, I went up to get it. The 
official was out when | arrived but was mo- 
mentarily expected in again. While waiting 
I went down to the Bureau of Information on 
the Broadway side of the Pust-Office and said 
to the party in charge, a blond man witha 
carefully tended moustache: **Do you know 
anything about the postal laws?”’ 

“Oh, yes,” he replied unhesitatingly ; 

“ what do you want to know?” 

‘“* Is this Observer offer all right?” 1 asked, 
showing him the advertisement that the pub- 
lisher ran recently. 

“Ves, that’s K.,”” he remarked, after 
reading it through. “ They have to pay the 
postage, you know, and that’s all we care 
abou 

Then I went back to room 2 and found Mr. 
Gaylor in. 

**I have a little point here upon which I 
would like your decision, Mr. Gaylor,”’ I said, 
giving him the slip I carried. 

** What’s the question ?”’ 

“Well, the Oédserver is practically giving 
away a subscription to anybody that will buy 
a pen ora lamp from that office.’ 

“Yes,” said the official; ‘that’s what it 
seems like.” With that he turned to a well- 
thumbed copy of the Postal Rules and Regu- 
lations, and referred to page 140. 

‘** They are violating the nominal subscrip- 
tion clause,” he said, “‘and I will have it 
stopped. Yes, it’s plainenough. If you will 
let me have that advertisement I will shut 
down on them on Monday.” 

After promising to let Mr. Gaylor have a 
copy of the ad I left him. 

Very spestiety. 

New York, Dec. 12, 1892, G, A, SyKEs, 




























































CAN IT BE DONE? 


was entered before Gun, 
Lacombe, in t nited States Circuit Court 
December 1 % Gen. Philip Carpenter, in 
behalf of Mr. Geo, P. Rowell, owner of 
PrinTErs’ INK, against Postmaster Van Cott, 
together with an application for an order to 
show cause why he, the Postmaster, should 
not be required to deposit in court the $ :000 
that he has received, under Mr. Wanamaker's 
ruling, as postage on the paper in excess of 
second-class rates since August 24, the amount 

reviously paid under the same ruling (about 
yer having been turned over to the De- 
partment, being beyond reach in this suit. 

Judge Lacombe, after hearing both sides, 
signed an order restraining Mr. Van Cott 
from turning over to the Government the 
$7,000 until further orders from the Court, 
and issued a subpoena requiring him to answer 
the bill in equity on the first Monday in Feb- 
ruary. Further argument upon the order to 
show cause was heard by the ome, [ode 
December 2 District-A ttorne itchell 
represented t e Department and claimed that 
the cause should be dismissed for want of 
jurisdiction; but, upon a showing of facts, 
the Judge Sustained the position taken by 
Gen, Carpenter, continued the injunction and 
gave each party one week in which to prepare 
briefs. 

The » heey about about the case isthis: Postmaster- 
General Wanamaker has issued an order declar- 

he —-. > Its a 


that it is a periodi 
about itis the q question of fet whether the publi- 
cation is & pest somes or ——_— This is a 
question which, it has been , the Post. 
master-Gen eral ’ may decide, and od that f from hisde- 
cision there is no appeal. The condition of affairs, 
as it is sup exist, may be more p! y 
brought to the mind of one to so whows the uestion 
= wholly new by stating it in — way: Ifa a4 
in the Post office De ment in Washin 
should conceive the idea that the New ork 
Herald is a circular intended primaril 
vee the Bennett-Mackay Cable, 
possibly cause an order to be served upon Post- 
master Van Cott that no copy of the ares 
should be mailed unless it bore a one-cent stamp. 
This order would come ostensibly from the office 
A master-General at 


of the r. 
Wi resent time, is Mr. A. 


A bill in e + 


. not necessarily cog- 
nizant of the causes which have led to the step ; 
he may the — perfunctorily or his sig’ 
nature may be attached by the very clerk who 
originated. the x that the Herald is a circular 


ngressman to 
case then to the attention yon 
and the cl clerk whe » precipitated mee action is — 
for to te his If he claims to have 
foundation 1 tor his ‘action, the question may be 
to another —_ in the office of the As- 
sistant United States District Le em AWE, 
to duty at the Post-Office De This offi- 
cer is at present Hon. J. N. —¥ "tt the clerk 
. tn : ae other clerk, 2 Be sepreseyentive 
o e exclu paper ly see Judge 
and be courteously 1 listened to, but is 
informed that Ly has no actual 3 to act in 
case ; that position is that of legal ad- 
meral, who is not un- 


resent proofs that it is a periodical, he, Tyner, 
on’t know where it may be found. ‘ 
If Gen. Carpenter succeeds in obtaining 
permission to present this case on its merits, 
and in obtaining from the Court a decision on 
the point whether Printers’ Inx is a periodi- 


” Sadler Publ lishing Co., we 
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cal or a circular, it will establish a precedent 
of great value to the thousands of class jour- 
nals nowissued, and make it possible here- 
after fora publisher to learn what is and what 
is not legitimate by an appeal to the Court 
instead of having to rely as now upon political 
influence or departmental pique or favoritism. 

Asthe matter has heretofore been under- 
stood, clerks in the Post-Office Department 
have it in their power to harrass publishers 
by sudden and strained interpretations of the 
law. If Mr. Carpenter succeeds, rsons 
who conceive themselves wronged will here- 
after have an appeal to the Courts in Post- 


’ Office matters the same as_ has long been per- 


mitted in Custom-House matters, 
ee eee ae 
WORK HAS ALREADY BEGUN, 


The resolution nasetened into Congress on 
the 13th of December by Congressman Amos 
J. Cummings, of New York, has been referred 
by the Committee on Post-Offices and Post 
Roads toa sub-committee of three, of which 
Edward J. Dunphy, of 
with Hon, J. C. 
Crosby, of Massachusetts, and Hon. E. F. 
The sub- 


committee will proceed at once to consider the 


sub-committee Hon. 


New York, is chairman, 
Loud, of California, as colleagues. 


grave charges contained in Mr. Cummings’ 


resolution. It is hoped that publishers who 


have had occasion to complain of abuses in the 
treatment of second-class matter will not fail to 
bring their views to the attention of this com- 


mittee. The time tostrike is when the iron is 


hot, 
—__+oor —_—_ 


“DISCREDITABLE ADVERTISING.” 


In his annual report issued a year ago, 
Postmaster-General Wanamaker said: ‘* An 
important change has been made in the 
Postal Guide. Both the annual and monthly 
editions have been purged of the advertising 
that made the publication so discreditable to 
the Department.” 

This ro was accordingly carried 
out unti the issue of September, 1892, when 
the “ purging ”’ process was remitted and the 
“ discreditable advertisements” again ap- 
peared in considerable quantities, A corres- 

ndent accuses Mr. Wanamaker of bad 
‘aith in this matter and adds the See 


a ~ ras LA Tweltin pot mals for Ph iblishing 
vertisement in proposals for pu 

the Postal Guide for “the fiscal y of 1898 nthe 
out one advertising matter whateser @ to 


Under these eonditiens, it is doubtful whether 
any other firm than Geo. F. Lasher made a bid, 
gomssquentty we find him ublishing the same. 

in September last, under the name of the 

e find advertising being 

solicited and published in that and each subse- 
quent Guide. Does not this invalidate that con- 
tract t and does the a ———, for ay ad 


of the same now hold good according 
These questio.s are pertinent. What ex- 
cuse has Mr. Wanamaker to offer for again 


permitting the _ of “ discreditable 
advertisements’ 





aS 








4S 
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NOMINAL RATES ARE ILLEGAL. 


Periodicals issued at nominal rates must 
not be circulated through the U. S, mails as 
second-class matter. Wanamaker's Book News 
for December, 148 pages, 10 inches by 12, is 
sold for five cents, and Geo. F. Lasher, of 
Philadelphia, issues a sort of monthly Offciad 
Postal Guide at one cent a copy, and post- 
masters receive and transmit orders for it, 
postage free. It would be interesting to 
know whet would constitute zomina/ rates in 
the eyes of Mr. Wanamaker’s clerks, who in- 


terpret the law. 





> 


THE WICKED NEW YORK OBSERVER. 


It appears that the old respectable New 
York Odserver is violating the postal laws, 
It offers to give a copy of * Life’s Golden 
Lamp,”’ worth $5.10, together with a yearl 
subscription to the Oédserver, worth $3—all 
for $5. It appears, however, that there would 
be no legal objection to selling the Observer 
for fifty cents and * Life’s Golden Lamp”’ 
for a quarter, If the subscription price of 
the Odserver was $1,000, and of “ Life’s 
Golden Lamp ”’ $2,000, it would bea violation 
of the postal laws to sell both together for 
$1,800, although the intrinsic value might not 
be so much as $5. Is it any wonder that P. 
0, clerks are overworked ? 


OUR TURN NEXT. 


Congressman Edward J. Dunphy, of New 
York, chairman of the Congressional sub-com- 
mittee appointed to investigate P. O. D. 
abuses, is attending to the matter with the 
conscientious earhestness which ever charac- 
terizes his work. This committee has already 
fixed upon an early day for the consideration 
of the notorious case of Printers’ Ink, which 
the Fort Dodge, Iowa, Post truly says ** has 
occasioned, as it should, more dissatisfaction 
with that branch of the present administra- 


tion than all other rulings combined.” 





A GOOD PLAN. 


Office of 
THE PLUMBERS’ TRADE JOURNAL, 
The Standard Authority on Plumbing in the 
ni States. 
Largest Circulation of any Trade Journal in 
the World. 
New YORE, Dec. 27, 1892. 
Editor PRINTERS’ INK: 
I agree with you—“ Now is the time to act.” 
Why wouldn’t it be a good plan to call all the 
publishers together <a have a committee ap- 
pa to goto Washington! I would be willing 
0 chip in and help pay ibe of the eepenees, 
a: 


and have our laws made just and equitable. 


. HRATHERTON, 
Editor and Publisher. 
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A JOURNAL FOR ADVERTISERS. 


Do You Advertise ? 











Every live business man 
nowadays does, or is 
thinking about it. 








advertiser. 





T is an art to construct advertisements which 
| attract readers. This paper is devoted to that 
art- It gives the advertiser in any line of business 
articles on the subject written by the best experts. 
No other paper in the world does it so thoroughly, 
and no other pape’ is so useful to the enterprising 
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Advertising 
Makes the 
Wheels v0’ Round; 














The New Year isa good time to select mediums for your newspaper 
advertising. 

For the past year, in my humble way, I have set before you on this page 
the merits of newspapers of Known Circulation which I represent. In pre- 
senting you the compliments of the season with this holiday number of PRint- 
ERS’ INK, let me throw before you for a New Year's glance a selection of 
these sterling home newspapers again : 





DAILY. SUNDAY. WEEKLY. | 
Louisville Courier-Journal, - - 25,000 37,000 *177,000 | 
Omaha Bee, - . - 25,000 30,000 40,000 
St. Paul Pioneer Press, - -  ~- 20,000 25,000 25,000 | 
Seattle Post-Intelligencer, - - 12,000 15,000 15,000 | 
San Francisco Report, - - ‘= —sss evens 6,000 | 
Rochester Democrat and Chronicle, 21,000  _........ 12,000 
Denver Sun, - : - : - 12,000 | errr 
Saturday Globe, Utica, . ee ee 200,000 
Elmira Telegram, - - - a hc no » fi co 
Albany Telegram, - ieee eee a oe | 
Pennsylvania Grit, Williamsport, ee ee Tae =———«—é ww vn 
* Latest report, last three months. | 











Mark the prosperous cities these old-established dailies cover, in the West, 
Northwest, Southwest and far West. Consider these great WwW eeklies and 
Sunday Family Papers which get m at the cheery firesides of the hundreds 
of thousands of American homes ! 

They all tell for business, and a good story, too. 

Who so richly deserve a ‘t Merry Christmas and a Happy New Year” as 
they who have continuously used them ? 


The Result: 
Both Fame 
And | Fortune Found. 


A. FRANK RICHARDSON, 


Tribune Building, New York. | Chamber of Commerce, Chicago. 

















